Next Week 
You Will Find 


in “The Recorder” 


How to Sell ’Em—Six Weeks Ahead 


OU can’t run a shoe business with 

bookkeepers alone, especially those 
using a chisel instead of a pen. It 
takes a mighty experienced shoe man 
to buy shoes today, for cost-economy is 
the bunk when it leads to junk. We 
have taken the radio sob-lining out of 
our shoes and put in a good piece of 
leather. We plan to concentrate our 
printed publicity. 


aa em 


We are anticipating six weeks ahead. 
First, what the public may want. Sec- 
ond, what to tell ’em. Third, how to 
sell ’em—and then we are ready to buy 
right. ° 

AAA 


We have learned in these weeks of 
shoe store editing to coordinate every 
activity of business so that we are able 
to meet the foot at the fitting stool, to 
the pleasure of the public and the profit 
of the store—we hope you stand ready 
to do the same. 
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No. 704—BLACK CALF and WHITE ELK 
No. 703—TAN CALF and WHITE ELK 
PRICE $3.25 
IN-STOCK 


No. 717—BLACK CALF and WHITE ELK 
VENTILATED 


PRICE $3.25 
IN-STOCK 


No. 723—TAN CALF and GENUINE 
PIG SKIN 


PRICE $3.35 
IN-STOCK 


No. 721—ALL WHITE ELK 
Rubber Sole and Heel 
PRICE $3.25 
IN-STOCK 


No. 700—BROWN HEATHER GRAIN and 
SMOKED ELK—SPIKED SOLE 
No. 701—Same with GRO-CORD SOLE 
PRICE $3.40 
IN-STOCK 


No. 724—TAN CALF and BROWN BUCK 
Leather Sole—Rubber Heel 
PRICE $3.25 
IN-STOCK 





WE ARE 
GOING TO COVER 
MORE GROUND 
WITH SPORT SHOES 
THIS YEAR 





NOT 
Because of Bigger 
Shoes... . but Because 
of Higher Hill 
Value .. . . More 
Styles and Variety 


AND 


Because More 
Men Want 
Sport Shoes 





* 


sO 


LOOK TO THE 
HILLS FOR PLENTY 
OF SPORTS 


AND 


‘WRtve .... WE... 
OR PHONE FOR 
“COLORED SPORTS” 


illustrating 20 latest 
models in color 


ee Be a a 


HILL BROS. CO. 
HUDSON, MASS. 
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No. 725—-BLACK CALF and GRAY ELK 


No. 726—TAN CALF and WHITE ELK 
PRICE $3.25 
IN-STOCK 


No. 712—BLACK CALF and WHITE ELK 
No. 713—TAN CALF and SAND ELK 
PRICE $3.25 


IN-STOCK 


No. 100—BLACK and WHITE ELK 
Spiked sole and heel 
PRICE $3.75 
IN-STOCK 


No. 707—BLACK CALF and WHITE ELK 
Leather sole and heel 
PRICE $3.25 


No. 716—BLACK CALF and WHITE ELK 
No. 715—TAN CALF and WHITE ELK 
No. 714—TAN CALF and BROWN BUCK 


PRICE $3.25 
IN-STOCK 


No. 727—BLACK CALF 
and WHITE BUCK 


Smooth black rubber sole and heel 


PRICE $3.25 
IN-STOCK 
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March 19, 1932 


The VOICE of the TRADE 


The Spring urge to 
gu shopping will make itself felt 
the week between Palm Sunday 
and Easter. All eyes of the shoe 
industry are on that great selling 
week, As a festival of trade, it 
is the high spot of Spring. Every- 
one in the shoe business is aware 
of its importance from the view- 
point of dollars and cents. 

Here’s an idea of the influence 
and importance of the salesmen in 
the store on art itself. It is the 
expression of opinion of Mr. Wil- 
liam Sloane Coffin, President of 
the Metropolitan Museum of Art 
of New York. He says: 

“The crux of the problem of art 
in industry does not lie in the de- 
signer but rather in the sales 
forces of stores which sell direct- 
ly to the public. If you can edu- 
cate these sales forces to a fine 
appreciation of beauty and train 
children to the same end, you can 
transform public taste. 

“It is the salesman selling di- 
rectly to the public who helps form 
public taste,” Mr. Coffin said. “The 
owners of stores huy what their 
salespeople sell ; the manufacturers 
make what the stores buy; the 
manufacturer commissions the de- 
signer to create what he can sell. 
Thus salespeople exercise a po- 
tent influence for better or for 
worse in the creation of design,” 
Mr. Coffin added. 


$5 0,000 worth 


of advertising free. The Metro- 
politan Life Insurance Company 
told the story of children’s shoes in 
a full page advertisement in all of 
the national periodicals and it was 
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the best bit of shoe advertising 
that’s been done in a decade. Tens 
of thousands of requests have come 
in for the booklet: “Standing Up 
to Life.” If you haven't read it, 
write the Booklet Department, 
No. 332 £, Metropolitan Life In- 
surance Company, 1 Madison Ave- 
nue, New York City; and inci- 
dentally, express your thanks to 
president Frederick H. Ecker for 
stressing the importance of foot 
health particularly in childhood. 


* * * 


WHAT A / 
CAREER. 7) 
Sn 





Now it’s policewomen’s 
feet that’s the butt of the wits, if 


they dare. Dr. Mary Tyndale, 
surgeon of the London police, has 
advised the ladies of the force that 
they must look to their feet, which 
are larger growing, and make sure 
they choose shoes correctly, lest 
their pedals flatten, and they them- 
selves, become unfit for duty. Alas, 
“the policeman’s lot is not a happy 
one,” according to the familiar 
ditty. 
* #8 


The French Chamber 


of Deputies last week increased the 
tariff on rubber boots and shoes, 
especially tennis shoes. It is in- 
creased 80 per cent and effects 
mainly American and Canadian 
rubber manufactures. The total 
value of such North American im- 
ports in 1931 was approximately 
$1,500,000, of which the United 
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States contributed about $1,300,- 


000. 


k ok Ox 
Ward Melville, 


who operates the largest strictly 
retail shoe business in America 
reports the sale of 6,470,720 pairs 
of shoes in 1931, sold through 474 
John Ward, Rival and Thom 
McAn stores, in addition to two 
Courdaye units. Total dollar 
sales for the period were $26,286,- 
518.53—a decline of 8.27 per cent 
from the 1930 figures. There was 
a net loss of four stores as com- 
pared with the number in opera- 
tion the year previous. 


* * * 


Md 

86,048 miles on 
foot”’—that’s the record for 
“Micky” Flynn’s walking sheet as 
1e stepped into Peabody, “The 
Leather City,” one day last week, 
and revealed himself as a living ex- 
ample of the familiar slogan, 





86,048 
MILES 




















“Walk and Be Healthy.” He came 
out of the World War weighing 
but 116 pounds, with gas lungs, 
shrapnel knee, shot nerves and so 
on. He returned to his birthplace, 
Circle C ranch in Arizona. From 
there he set forth, 8 years, 8 
months and 19 days before his ar- 
rival in Peabody. He registered 
153 pounds on the Peabody scale, 
this weight not including the big 
pack that he carries on his back. 





And to show that he was as fit as 
a fighter, he boxed a few rounds 
with the Peabody champs. He aims 
to step along to make a record for 
100,000 miles on shoe leather, and 
then decide what next to do. 


* 
Ai Smith’s 


famous Brown Derby was crowded 
right out of the picture by his 
new black kid shoes at the open- 
ing of the new Coward store in 
the Empire State Building where 
the ex-Governor was the first cus- 
tomer. As we watched the dis- 
tinguished head man of the world’s 
tallest building being fitted an ex- 
ecutive of Coward’s informed us 
that 49 per cent of the shoes they 
sell to men are high, like Al’s. 


* * 


* * * 


L- | GUESS 
WEPRESSION IS OVER 


Riding boots at $150 


a pair are offered by Saks, New 
York. They were brought over 
from London. Hand-made is one 
reason or the cost. They are of 
white buck, and only a few skins 
in the world are of the spread 
and quality to make the legs, and 
that’s another reason for the cost. 


* * * 


.o™ Medical Fraternity 


is radio shy. Last week’s example 
of the internationally known med- 
ico from Vienna promising to 
speak over the air and cancelling 
the engagement. a ‘few hours 
previous to the time on the air, 
was caused by someone making a 
courtesy error. The big store 
thought it would be a good thing 
to do things in a big way so they 
made a formal announcement in 
an advertisement of the speaker, 
the time and the subject. Nothing 
else was said and it was all in the 
nature of the American method of 
building up interest. But the 
story is told that the Medical So- 
ciety called up the great doctor 
from across the seas and told him 
it wasn’t the ethical thing to be 
linked up with advertising. Natur- 


BUSINESS PROPHETS 


—There are two classes of Business 
Prophets, those who don’t know any- 
thing about it, and those who know even 
less than that. 

—Mr. Oliver Tremble, president of the 
Neehigh National Bank, says: “The worst 
is yet to come. The whole world is bank- 
rupt. 1 can see no hope.” 

—Boloney! This old world of ours is a 
tough baby and can stand lots of punish- 
ment. 


_ —Forget Messrs. Tremble, Shudders and 


Jitters. The real guys who are leading 
the procession today are Messrs. Spunk, 
Backbone and Gutts. 


Pew te _ 


President 





snes 





ally the advice and counsel of his 
own craft influenced the promi- 
nent one and the air was silent 
that night of a message which 
might have been a tremendous help 
in establishing the importance of 
foot health internationally. The 
experience of a life-time, instead 
of being broadcast nationally, was 
put in a pigeon-hoie. 

. o/s 


a of 
the Green Shoe Mfg. Co. of Bos- 
ton, gathered in conference, agreed 
that the product of their endeavors 
is a basic need of humanity. Fur- 
ther, they agreed that many chil- 
dren needed shoes, but were not 
likely to get them in these times. 
Why not, then, bring the needed 
to the needy? 

“We can be more effective,” 
they reasoned, “if we apply our- 
selves to answering that need 
which is best known to us.” So 
they bought quantities of leather 
and other shoe materials. They 
found quick support from the fac- 
tory personnel. And they. set 
about making several hundred 
pairs of children’s shoes. 

In addition to giving spare time 
to the making of these shoes, the 
factory employees canvassed their 
home communities and found those 


families most in need. To these 
families went the first finished 
shoes and, later, several hundreds 
of pairs were distributed through 
welfare, hospital, school and 
church organizations—the joint 
gift of the workers and the com- 
pany. 

Hundreds of letters from grate- 
ful parents have come in to the 
Green Shoe Mfg. Co. and its em- 
ployees—ample evidence that the 
extra effort of carrying through 
the needed to the needy has been 
well worth while. 


* * * 


The Thom McAn stores 


have “Ten Years of Progress’ ex- 
hibit, in miniature, in the display 
booth which the New England 
Council maintains in North Sta- 
tion, Boston. The cards represent 


HOWZAT FoR, 


5,000 000 A CHART D 


4,000, 000 
3,000,000, 
2,000,000. 
1,000,000 
9,76 


that the sales of the Thom McAn 
stores in 1922 totalled to 9762 
pairs, through eight stores in five 
cities, while the sales in 1931 to- 
talled to 5,500,000 pairs in 430 
stores in 21 cities. 

It is furthermore stated that the 
factories in Nashua and Man- 
chester, N. H., making Thom 
McAn Shoes, paid “wages totalling 
to $6,000,000 during the depres- 
sion years of 1930 and 1931.” 
Specimens of new style shoes and 
leathers and materials used in the 
making of them, are included in 
the display. 


‘The German Cabinet 


at Berlin last week issued its fifth 
emergency decree, designed to pro- 
tect business. 

Part one of the decree prevents 
merchants from offering premiums 
with their goods unless they at 
the same time are prepared to offer 
goods without premiums at a lower 
price. 

Part two prevents merchants 
from holding sales at reduced 
prices unless they are really going 
out of business. 

Part three prevents the further 
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spread of one-price stores to cities 
with under 100,000 inhabitants for 
a duration of two years. 

This entire group of- measures 
is aimed at holding prices at the 
present levels by police power. 
This move is revealed as an at- 
tempt to attract small shopkeepers 
and merchants — who during the 
crisis have become increasingly 
radical-back to the so-called mod- 


erate parties. 
x * * 


THE ToP O’ THE 
MORNIN’ TO YOU 


The shoe trade shows 
up well in an analysis of business 
in 1931 as made by the National 
City Bank of New York. This 
bank finds that of 37 groups of 
companies, whose affairs it has an- 
alyzed, three showed increases in 
earnings last year, and the three 
were these: Chain stores, with a 
gain of 12.7 per cent; shoes, with 
a gain of 11.8 per cent, and to- 
bacco, with a gain of 2.4 per cent. 
Other concerns showed large de- 
creases in earnings, some of more 
than 90 per cent, and among them 
were iron and steel, agricultural 
implements and petroleum. 

It appears that the shoe group, 
whose affairs the bank analyzed, 
was made up of eight concerns. 
Presumably, they were among the 
large concerns. The bank also finds 
that the records of 900 companies, 
whose reports it has analyzed, show 
a decrease in earning of 52.9 per 
cent for 1931 as compared with 
1930, and of 72.7 per cent for 1931 
as compared with 1929. 

Two major causes for the losses 
were declines in commodity prices 
and volume of business. 


* * * 


Woolworth tries the 


20-cent level—a new price field, not 
lower but higher than before. If 
Woolworth should lift his price 
range to 50 cents, then he might 
‘cause a lot of trouble for the shoe 
retailers by offering shoes at 50 
cents per shoe, $1 a pair. W. T. 
Grant is doing quite a volume of 
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business in shoes at $1 a pair, or 
less. Doubts are expressed as to 
a new line of shoes at $1 each, $2 
a pair. He would have to provide 
fitting service, and that costs 
money. 
Some department stores are 
talking of running 19-cent lines of 


~ goods to compete with Wool- 


worth’s new grades. We can’t see 
where shoe goods are going to fit 
into this situation, either way. 
Woolworth already has a large vol- 
ume of business in blacking, dress- 
ings, laces, brushes, taps, heels and 
other supplies at a nickel or a dime 
per unit. There would not be any 


sense in grading up these lines. 
* ok * 


How 89 individual 


newspapers in New England and 
the New England Daily News- 
paper Association are cooperating 
with the New England Council in 
a campaign to “sell” New England 
as a rich compact market was told 
at the twenty-fifth quarterly meet- 


ing of the New England Council’ 


in Boston by Robert Huse, direc- 


tor of publicity and publicity. 

“The newspapers of New En- 
gland which are cooperating in 
this campaign deserve praise for a 
real contribution to the promotion 
of New England’s welfare,” the 
speaker declared. “In advertising 
and selling New England as a rich 
market and as a promising area 
for branch plants and factories, 
these newspapers are doing much 
to familiarize both New England 
and the country as a whole with 
New England’s advantages and to 
stimulate business revival.” 

ee 


N ineteen Dartmouth 
College students climbed Mount 
Washington February 27, a climb 
of eight miles up and eight miles 
down over a snow and ice clad 
incline, with a rise of one foot for 
each six tramped, and a total ele- 
vation of a little more than a mile 
above the sea level. It’s a new 
record for group tramping in the 
White Mountains, and one instance 
of the rising interest in winter 
sports. 
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“Old Stuff, Mayme, but let’s go in—it will be some place to rest these new shoes.” 
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49 WHAT THE SHOE 


Arthur D. Anderson, editor of BOOT AND SHOE RE- 
CORDER, and Harry R. Terhune, field editor, tell the 
opening chapter in the story of what they learned in a 
three weeks survey of the present situation of the typical 
American retail shoe store, its problems in this critical 
period and what it is doing and can do to solve them. 


This is the shoe store story. It is 
also the story of John Mahn. The store.and the man will tell in 
the “we” form of hopes, ambitions and decisions. It is also the 
story of Henry in the men’s department, Mary at the hosiery 
counter, James in the women’s department, Helen in the office 
and every worker within this typical store. You will readily 
recognize the Composite Shoe Store as a family shoe store, some- 
where, everywhere. You may think you recognize the char- 
acters—types only — for it is not possible to avoid occasional 
chance resemblances, but any persons who imagine themselves 
to be depicted are hereby authoritatively informed they are mis- 
taken. What we hope to reveal is the running stream of busi- 
ness life precisely as it is in the shoe store today. 


I—The most important responsibility of Mahn, as a mer- 
chant, is to endeavor to think well. To think slug- 
gishly, to think aimlessly, to think without strict re- 
gard to what has gone before and along through into 
what may happen—is to fail, for drifting comes 
through mental laziness. To accept ready-made think- 
ing, to accept unanalyzed statements, to allow personal 

bias to mold one’s think- 
ing—all these are errors 
and substitutes for think- 
ing. “Learn -to - think - 
things-through” is the 
string holding truth to 
our story. 


It is because John Mahn has re- 
discovered something that this story 
is told. 

It was lost back in ’29 or there- 
abouts and stayed away until now. 

In fact, he never knew he had 
lost it—only on getting it back 
again was he aware of how precious 
a possession it was to him in the 
store. 

For weeks John spent many 
hours of the day on the fitting 
floor. If something is wrong with 
business, maybe it could be cor- 
rected by finding out more about 
the customers. He knew the Composite Shoe Store had plenty 
of shoes to sell—if the customer came into the store. Custom- 
ers, customers, customers—nothing else matters. You just can’t 
wish them into the store—many things have got to be done to 
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STORE IS THINKING ABOUT 


Merchants need to know what problems other merchants are meeting in these 

trying times, what plans are being made to solve them. Let’s try and check the 

situation in which the individual retail shoe store finds itself today against the 

common experience of the trade at large. Let’s pool the facts and information 

gained through comparison to form a common fund of facts—and thereby find 
the best way back to Prestige, Profit and Prosperity. 


yet them into the store. Ads, windows and promotions. 

On the floor John found it pleasing to talk to cus- 
tomers. He was back to beginnings again and almost 
decided to move his office down from the second floor 
to a spot just inside the entrance. He was quite ready 
to be immersed in the sea of little things that make 
up the daily life of a shoe store. For years he had 
delegated most of this work to his assistants, but now 
he found himself shortening his lunch periods in his 
impatience to be back on the floor with its endless 
small talk, small decisions and little details. 

The Composite Shoe Store was not large. It was 
snug in size, It had made a place for itself in town. 
John carried the rest of the load as well. He knew 
what it was to worry over financing, over buying, over 
slow-paying customers—now more slow than ever, 
over payrolls with little cash remaining. He carries 
these burdens as one who spends every waking hour 
living shoes. He was routined in shoes. They were 
eat and drink and everything. Only the boss knows 
the worry of a business—others stopped work and 
worry at six o’clock—but not he. 


(enue had all sorts of 
small talk.so when Mrs. Snobborn beckoned to John 
to come over, he tried hard to remember some common 
ground for friendly chatter; but Mrs. Snobborn was 
too quick for him, saying: 

“I will never pay you such outrageous prices. We 
are living in a new world of values and I want my 
shoes back to pre-war prices like everything else.”’ 

“So, Mrs. Snobborn, what do you want to pay?” 

“Oh, $4.00—for in the good old days that was all 
I paid.” 

“All right. You can get shoes here for that price. 
| will show them to you.” 

“Ridiculous! Those shoes are not like what I have 
heen accustomed to.” 

“No, madam. They are not nor ever will be at 
$4.00. There is something that you get in $14.00 
shoes that only the foot recognizes. It is there, in- 
visible and invaluable and it costs money to put it in.” 
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‘Nevertheless, I will never pay you such prices. | 
will go barefooted instead.” 

“Now, Mrs. Snobborn, let’s not get angry one with 
another. I have shoes at several prices. There is a 
reason for each level of prices and no miracles are 
possible in 1932 to give what your foot wants at the 
price your mind is made up to pay. I am very sorry 
to be out of line with your thinking, though if you 
reason it out, you will understand why we have 
different grades of shoes. 


Ven have been our customer 
for years. You have always bought the best. You 
live in the finest part of the town. Your life has 
been always at the top standing. Then something 
happens and you try to do the impossible. 

“T suppose you buy second and third quality meats 
and foods; cut out everything that costs money; live 
as close to the bottom as you can—all because of 
something that happened in 1929 and that may con- 
tinue to keep things as they are for years to come. 

“Well, Mrs. Snobborn, you can go economical on 
clothing and almost everything else—but not on shoes. 
Your feet have been taught to walk in paths of qual- 
ity so many years that you will never be happy with 
shoes so different in make and shape and, yes, in price. 
I wish you well in your search for something for 
nothing. No power on earth has so far been found 
to put value into a shoe at a loss and continue to do it 
for long—and if I can’t take care of your wants with 
all the shoes that we possess, then something truly is 
wrong. What this country needs is a sense of propor- 
tion.” 

No sooner said than John knew his patient days on 
the floor were rewarded. He had found what he was 
looking for—a sense of proportion. He had discov- 
ered it in a fight with a prominent customer. It came 
as a recoil—her not having a sense of proportion. Her 
attitude toward the merchandise he had resented be- 
cause of her egotistical thoughtlessness. It was so 
easy for the rich to put pressure on the merchant by 

[TURN TO PAGE 38, PLEASE | 









Smart Novelty Shoes to Catch 


It's a Wise Buyer This Season Who 
Picks a Few Exceptional Patterns 
the Woman Just Can't Resist—and 
Then Promotes Them Enticingly 
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Au kinds of odd little 
gadgets and accessories are using up the shoe dollar 
this season. 

Knitted blouses, extra buttons, metal bracelets and 
necklaces, a flower or two, a belt, extra buckles and 
endless little hats, berets and pins to tack on the side. 
Sleeveless suede jackets and smart slip-ons ali tend 
to make the shoe money shrink, unless the merchant 
displays an unusual degree of resourcefulness in sell- 
ing footwear. 

The one best way to meet this situation is to make 
the shoe so attractive that the woman cannot resist a 
new pump or an adorable sandal or one of those new 
and comfortable ventilated sports shoes. Borrowing 
merchandise from other stores or departments and 
showing the combined new ensemble with accents on 
the shoes tends to guide the dollar into your store or 
department. The shoe man today must present the whole 
picture to the customer rather than only one item, as 
the customer now thinks in terms of the ensemble. 

































































































‘ e 
A background of the new color card with the shoes i 
which are to be worn will do a great deal to attract 
At the left: Afternoon sandal made of box 
weave fabric with full kid lining. The dip 
side and long counter with interchangeable 3 
straps make this popular priced novelty a 
leader. 
At the right: Popular spectator or resort 
@ shoe of white buck and kidskin. The gypsy 
toe and circular cut on top line gives the 
foot a trig and smart appearance. 
SSS = 
Be 
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Those Elusive Extra Dollars > 


By MADAME HAMILTON JEFFRIES 


Fashion Editor, BOOT AND SHOE RECORDER 


your customer, also the presenting of new items for 
her approval. 

Although the avenue has literally gone red, white 
and blue, no one appears surprised at the sudden de- 
velopment. It is promotion to help quality buying. 
Red and blue dyes have been perfected this season 
and the silk and woolen manufacturers together with 
the various trade groups are coordinating color and 
fashion. Blue has become a volume shade in the 
last few months and it is anticipated that exclusive 
women and the smart debutantes will turn to the 
deepest browns and beige. 

Beige this season is to be worn with black touches 
and accessories. This means black shoes. Of course 
some women will want the cameo shades, but beige 
with black and dresses with black accessories are the 
heralded fashion. The blue costume, which in most 
cases is combined with red or white, is to be worn 
with the blue shoe—rarely the black shoe—as the 
colors combining the blue ensemble determined that 
blue shoes are needed. Yellow greens are also de- 
pending on the black shoe. 

Later in the season it is anticipated that the white 
shoe will take its place with many’ brown and blue 
ensembles. Tongueless oxfords and skeleton oxfords 
in the fancy type are selling as important shoes. Many 


women who do not favor sandals are resorting to 
these types for substitutes as they have an open ap- 
pearance with plenty of support. 

Most of the trimming and costume interest is on 
the waist or coat, appearing in such details as metal 
buttonings, scarfs, side seamings, color contrasts and 
different necklines. Hence the shoe must rely on 
quiet tracery and cuttings rather than heavy bandings. 
Mesh and fabric shoes, however, are smartest and 
most wearable when cross banded with leathers and 
stays. Medium heels are heralded from abroad with 


a great interest. The flat type of shoe which is used 
for step dancing is becoming a street type. 

















At the top, extreme right: This example of clever 

designing is one which is found in the dressier 

spectator type shoes. A shoe of many uses which 
has already had wide acceptance. 


Below: White calf perforated oxford with dark 
brown leather heel.» Shoes in this spirit will be 
in demand all through the Spring and Summer. 

















Above: Practical and dressy is this resort shoe 

made of dark brown kidskin smocked in white or 

beige. These open shank oxfords are quality 

merchandise and are in demand in the better 
stores. 
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Good Window Displays Teach 





Advertising and going to school 
have a single purpose—Education. The main differ- 
ence between them is that the education in advertising 
is competitive. Your copy writer, window display 
man, salesman—all are teachers, but they haven't the 
teacher’s authority to enforce their instruction. ‘They 
must educate through convincing argument, arres:ing 
emphasis and persuasive explanation. The school 
they teach in is your trading area and the buying 
public constitutes the class. It is their job to show the 
pupils that your shoes are the most desirable of all. 

How will they go about it? 

I. Miller of New York and other parts of the 
United States, has chosen a time-honored instrument 
for his program of education. It was from the black- 
board that we learned our first lesson. The funda- 
mentals of the three “R’s” were written there—in fact, 
a large part of the facts which have accumulated in 
our minds we saw first on the blackboard. Black- 
boards are ineradicably associated with learning and 
the habit of looking at the “board” which people ac- 
quire during school days never goes away altogether. 

For this reason there is a definite tendency to stop 
and read what is written on a black-board in a store 
window. Aside from this psychological advantage 
of using this form of advertising, it is a spectacular 
way for imparting an important message effectively 
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Mental Impressions That 
Lead to Decision and Action 
Come from Sense Impres- 
sions Received Through Eyes 
and Ears—the Simple Black- 
board Method of Teach- 
ing Is a Striking Example 


Professor Albert Einstein uses 
the blackboard to get his 
idea of a static universe 
across to his colleagues and 
pupils. On the opposite page 
|. Miller uses the blackboard 
to get his idea of exceptional 
values in footwear across to 
his customers. The black- - ® 
board is an example of the 
simplest and most effective 
method of teaching by eye 
impression, whether your 
problem is a simple matter 
of a price discount or the 
most abstruse mathematics. 


to your customers. It is a universal medium used by 
teachers of every kind as the simplest and most 
graphic method of getting an idea across. Even Pro- 
fessor Einstein uses the blackboard to explain his 
static universe, whatever that is. On the opposite 
page, “Professor” I. Miller uses the black-board to 
prove to his pupils that an exceptional opportunity in 
footwear is offered within the store. 

The method employed in this display is reminiscent 
of a lesson in arithmetic. The equation is formulated : 
“I. Miller Quality plus I. Miller Style minus 20% 
Discount Off” gives the total “A real opportunity to 
get real values in stunning Shoes!” This is a unique 
way of telling an old story ; much better than sayiny 
merely “these shoes are reduced 20 per cent.” 


A: the bottom of the board, 


in large figures, the price range of the sale is indi- 
cated under the message “Come early—not all sizes in 
all styles.” Then again—‘“broken sizes but a marvel- 
ous assortment from which to choose.” This last 
eliminates the possible speculation on the part of the 
passerby: “Perhaps they haven’t got what I want if 
it’s just leftovers.” 

The attention-getting power of this window is in 
calculable. Discounts are high style these days an: 
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Shoe Use, Styles and Values 


Your Store Is a School of Shoe Knowledge. 


Are the Teachers. 
Them Buy Intelligently. 


are welcomed if not expected by the customer. For 
this reason, the chief announcement in this display is 
in letters almost a foot high. That “20% DIS- 
COUNT OFF” will never be missed. The onlooker’s 
jancy is caught by the little example in long division 
in the upper right of the board. Every person stopped 
by the display will undoubtedly figure it out mentally 
just to see if it is correct. The lesson here is evident. 
The prospective customer is taught that 20 per cent 
of $16.50 is $3.30, and that this amount will be saved 
by purchasing shoes of that price. That’s lesson Num- 
ber One! Soon he sees the statement “Now you can 
solve the Quality-at-Low-Price Problem.” Lesson 
Number Two. Then, “Beautiful Shoes at 20% 
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You and Your Salesmen 


Customers Look to You for Instruction to Help 
Are You Fulfilling Your Responsibility? 


off—the new low price,” lesson Number Three. And 
three lessons actually learned by his customers are 
enough work for any window display to do for the 
merchant who conceived it. 

The little character drawings of girl, boy and dog 
liven up the display and intrigue the imagination of 
the passerby. A good thing to remember is “Don't 
try to have everything in your window ‘sell.’ 

[TURN TO PAGE 78, PLEASE] 


People 


|. Miller’s Broadway, New York, store, used a blackboard to attract 

attention to. “A real opportunity to get real values in stunning shoes.” 

In plain arithmetic, “Professor” Miller, the teacher in this case. 

demonstrates the saving offered by a simple example in long division. 

Every window display should tell a graphic story to your customers 
of the advantages of buying in your store. 

















BUSINESS BUILDING, or 


By FRANK FARRINGTON 


I. would be an exaggeration 
to state that price alone is today receiving attention 
in retail advertising and display, but let’s be honest 
about it—isn’t that the impression one gets from read- 
ing newspaper ads or from a walk along any street 
of retail stores? 

Isn’t price the main selling argument now being 
featured ? 

“Yes, and why not?” asks the price seller. ‘‘Why 
not feature price at a time when prices are down and 
when everyone is interested in buying cheaply? 

Well, why not, indeed? Think it over. Do you 
buy things because they are cheap or because you 
want them? 

If you have for a long time been wanting a new 
car of a certain make and couldn’t afford to buy it, 
a reduction in price may bring it within reach of your 
means and you buy, but you buy primarily because 
you want the car. You have been sold on that car 
before. Price reduction only made it possible for 
you to buy it. 

Merchandise that consumers are buying regularly 
for every day needs or that they must buy occasional- 
ly, is often bought on price. That is, it is bought 
where the desired quality is sold cheapest. Price may 
make the sale for the store that sells to that customer, 
but it is not price that makes the customer buy. 


20 


Merchandise that consumers buy because the price 
has been reduced to a point where they can afford 
to buy something long desired, may be extra mer- 
chandise sold, but it is not demand created. 

Lowered prices do make sales and they may in- 
crease consumption by making more purchases pos- 
sible, but because prices are lowered and because fea- 
turing those lowered prices does increase consumption, 
let’s not stop with that. 

There is more to stimulating my business than 
merely working to get people to buy from me rather 
than from anybody else. I may increase my sales by 
cutting prices and getting customers away from a 
store where they have hitherto been buying, but if 
they merely buy from me instead of buying from 
someone else, I have not increased the use of any 
product nor added to the volume of. business. 


This is admittedly, a good 
time to feature prices and to profit by the drop in 
them, but that may be done without altogether omit- 
ting the kind of appeal, the sort of advertising and 
salesmanship that help to increase the number of 
people who want a product. 

People who like Beowulf’s Saponaceous Bugwash 
may buy it oftener and use more of it because the 


Boot AND SHOP RECORDER . 
combining THe SHop Reratcer, March 19,.1932 














BALLYHOO? 


price is cut. People who have thought it too high 
priced for them may become users because the price 
is cut. But people who have previously lived without 
a bugwash and have felt no need for one or who have 
never even heard of such a thing, will not become cus- 
tomers because the price is lowered, no matter what 
the reduction, nor how loudly it is shouted. 


The general, almost unanimous, 
featuring of price appeal through sensational methods, 
with flaring signs and glaring headlines, may help to 
make sales, but it cannot fail to give the impression 
that there is no such thing as stabilization in prices 
and that, by waiting, one will secure even greater 
bargains. 

The whole effect of this general emblazoning of 
reduced prices is one of cheapness. The appeal is all 
to the cheapest class of trade. There is no strain of 
quality present. 

The manufacturer or the merchant whose selling 
effort hinges altogether on price, takes the way of 
the least effort. The easy way to make an appeal 
in advertising, in display, in salesmanship, is by cut- 
ting the price or by pointing to cheapness in cost. 

“You wouldn’t buy XYZ shoes when we asked $5 
for them, but you’d better buy them now because they 
cost you only $3. We have declared war on high 
prices. Get your shoes at the new low figure.” Or, 
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> ISN’T it about time for the retail merchants of this 
country to do some serious straight thinking about price, 
and where the present wave of price hysteria is leading 
them? 


Granting that merchandise must be priced on today’s 
market and that the public is keenly and vitally in- 
terested in values, isn’t the prevailing trend in retail 
advertising more likely to destroy confidence and breed 
confusion than to inspire the public with a sane appre- 
ciation of the buying opportunities now being offered? 

When firms whose reputation have been built on 
quality of merchandise plunge headlong into an orgy of 
price publicity, isn’t the ultimate consequence likely 
to be loss of consumer confidence and the forfeiture 
of good will? 

When retailers concentrate their merchandising 
efforts mainly on a frenzied rivalry to undersell one 
another, isn’t the consumer persuaded to wait for 
further price reductions instead of being encouraged 
to “buy now?” 

Isn’t it time for merchants to bend their efforts 
toward stabilization of prices at retail on the basis of 
today’s markets and the restoration of consumer con- 
fidence in merchandise values? 


“Big reduction in prices on shoes. In order to keep 
his factory running, the manufacturer has reduced the 
shoes to the popular price level of $3. His loss is 
your gain.” 

That sort of appeal will bring some people around 
to buy, because they wear XYZ shoes regularly and 
want to take advantage of the low price. But what 
about people who do not know nor care anything 

[TURN TO PAGE 72, PLEASE] 
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Hold Up Incentive Toward Quality 


‘the only room that’s left 
in the shoe business is at the top. The cellar is full. 
It is time for every good shoe store to begin to tell 
the customer that a good price goes with a good shoe 
and that it is mighty small money after all for all the 
comfort and satisfaction that a pair of shoes can give. 
If we are in for a year when nobody is going to buy 
anything unless they positively need it, why there is 
no particular advantage in running prices down into 
the cellar because the public won’t buy more pairs of 
shoes because of the penny savings. 

This is not said in the spirit of “get all you can.” 
That's folly talk this year. The important thing is to 
give the public the most for the money and that means 
good shoemaking, good selection, good style, good fit- 
ting, good taste—all factors that cost money and that 
should not be free services. 

Customers were never more critical and those stores 
that preach “the customer is always right,” are getting 
a deluge of complaints and returns that is no mean 
trickle of irritation at that. 

One fellow selling $1.95 shoes states: “I can’t 
make any money for the people want an hour’s fit- 
ting time and even apologize for coming in. They 
high-hat me from the start. At the prices I am sell- 
ing shoes, they should praise me instead of kick me. 
I can’t go any lower so all that’s left for me to do is 
to move up to a higher price that will include the nec- 
essary retailing costs.” 

If this is the new plight at the bottcm of the scale 
of prices, what is the situation in the heights of prices? 
Something is radically wrong with the public’s appre- 
ciation of shoes above $12.50 in price. It would be a 
very unfortunate thing if, by a sweep of resentment 
against prices up to and even above $20.00, there 
would be an elimination of that group of fine shoe- 
making. 

Regular shoes, sold in a regular way, are worth the 
money asked, no matter what the price. People who 


in the past could afford high-grade shoes and who 
have now rushed as wildly into the cellar, are guilty 
of a loss of a sense of proportion. We make that sub- 
ject, “A Sense of Proportion” the outstanding need of 
the day in every shoe store, everywhere. It is time 
to see shoes in proportion to everything else. The 
appreciation of a good shoe, at whatever its price, is 
something that must be built up in shoe stores every- 
where. Our horizons are near enough anyway. To 
see only from the height of the cellar is to see a great 
industry reduced to a hand-me-down status. 

There are so few high-grade shoes made that the 
total volume makes scarcely a fly speck on the chart 
of production. We have masses of shoes at lower 
price levels than ever before. We should, as an indus- 
try, have pride enough in the appreciation of good 
craftsmanship to afford such perfect shoemaking as 
comes from careful handiwork at the bench. 


Shoe stores need that affectionate 
appreciation of the finest footwear made, if for no 
other reason than as a point of emulation. When you 
have a masterpiece in the store, you compare every- 
thing else with it. Footwear masterpieces also become 


an incentive for every salesman to sell. It is an 
achievement to please the customer with the very 
best, at a price in keeping with that excellency. The 
important thing, after all, is a sense of proportion— 
to know that important boundary, that level of price 
below which your store cannot fittingly operate—also 
to sense the heights of shoe-making for its art sake. 

There may be a hurdle or two because of price in 
the upper brackets, but remember there are some cus- 
tomers, even in depression, that can be sold the best 
shoes. Let it not be from store timidity that the cus- 
tomer isn’t at least given a chance to approve, select 
and wear the best that money can buy—a pair of shoes 
craft-made. 
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The Seasons can’t upset j 
the WALTER BOOTH 


SHOE PROFIT IDEA 


Right now is a good time to test this proven 
principle of profitable merchandising. 


Sport shoes are “in.” But does the rush of busi- 
ness in Sport shoes increase the dealer’s shoe in- 
vestment or cut down the turnover? It does not! 


Now as always the Walter Booth Shoe Dealer 
operates on a skeleton stock, filling in from day 
to day from the Walter Booth factory INSTOCK 
Department. Now as always we carry the stock 
and you make the profit. Now as always you 
run no risk on “frozen” styles. Now as always 
you are free from unfair competition, free to 


make a good sizable profit in the big volume 
shoe price range—$4 and $5. 

When you find a Shoe Profit Idea that works 
in and out of season, isn’t it a good idea to track 
it down and learn just how it will work for you? 


Apa, 


Walter Booth Shoe Company 
302 N. Broadway Milwaukee, Wisconsin 
Manufacturers of Men’s Street, Sport and Dress Shoes 
Retailing at $4.00 and $5.00 at a Profit 
In stock AAA to EEEE .. . Sizes 5 to 14 
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ON shingon, D. C.—The United States 

Court of Customs and Patent Appeals has handed 
down a decision reversing the decisions of the Com- 
missioner of Patents in three proceedings instituted by 
United Shoe Machinery Corporation, two of which 
were brought in opposition to the registration of the 
word “Compo” as a trademark for adhesive shoe 
cement and a shoe cement softener, and the third to 
cancel registration of the word “Compo” as a trade 
mark for boots and shoes. 

The Commissioner of Patents had dismissed the 
opposition proceedings and held that the registration 
of the “Compo” trademark should not be cancelled, 
basing his decision on the ground that the petitioner 
had not alleged nor shown sufficient interest in the 
matter to entitle it to interfere. In so doing he had 
reversed a previous decision by the Examiner of In- 
terferences, who held that the term “Compo” in the 
registered trademark was descriptive and recom- 
mended that the trademark be cancelled. 

The opinion, which accompanied the latest decision, 
and which was written by Judge Bland, of the Court 
of Customs and Patent Appeals, not only reviews the 
history of the. three cases involved, but cites much 
interesting information bearing on the development 
of the cemented process of making shoes in this coun- 
try and abroad. After stating the object and nature 
of the actions, Judge Bland says: 

“The three cases involve substantially the same 
questions, are presented in a single record, are briefed 
together by the parties, and will be disposed of in a 
single opinion by this court. All three proceedings 
are grounded upon the proposition that the word 
‘Compo’ is descriptive and, therefore, not registrable 
as a trademark. The decision of this case, in view of 
our conclusions, involves not only a consideration of 
the descriptiveness of the term ‘Compo,’ but also the 
sufficiency of the petition for cancellation and the 
notices of opposition, and the sufficiency of the proof 
submitted. In view of the fact that we conclude that 
the pleadings and proof are sufficient, we think it will 
be helpful to first consider the descriptiveness of the 
term ‘Compo.’ 

“Appellee (Compo Shoe Machinery Corporation) 
concedes that the term ‘Compo’ was descriptive fifty 
years ago, but contends that such descriptive meaning 
of the term has ‘long since become obsolete and for- 
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Holds “Compo” Not Registrable 


Name Descriptive and Cannot Be Appropriated 
as Registered Trade-Mark, Patent Court Decides 


There is no serious dispute between the 
parties at bar about the meaning and early use of the 
word ‘Compo.’ The term, as early as the 70’s of the 
last century, when applied to shoes, was understood to 
mean a shoe with the sole cemented or glued to the 


gotten.’ 


upper. It was about a half century ago that shoe 
manufacturers, especially those in New England, 
were quite generally engaged in making shoes which 
they styled ‘Compo’ shoes and which shoes were sold 
and dealt in as ‘Compo’ shoes. As early as 1877, a 
patent was granted by the United States Patent Office 
for apparatus for pressing the soles of ‘Compo’ shoes 
against the uppers. 


“A the years 1878, 1879 and 1881, 
other patents for napping the fibers on shoe soles of 
‘Compo’ shoe and for sale pressing machinery for 
‘Compo’ shoes and for machinery for cementing shoe 
uppers and soles of “Compo’ shoes were applied for 
and granted. These patents, containing frequent 


mention of the term ‘Compo’ are set out in the 


record. 

“Appellant introduced into the record letters, and 
extracts from trade journals, newspapers and direc- 
tories, the dates of which range from 1873 to the time 
of taking testimony, and all of which contain frequent 
references to ‘Compo shoes,’ ‘Compo process,’ “Com- 
poing shoes,’ ‘Compo work,’ ‘Compo cement,’ ‘Compo 
kettle,’ etc. Some of such printed matter was pub- 
lished in the years 1873, 1879, 1897, 1914, 1923, 1924, 
1927, and 1928. The record. would seem to justify the 
conclusion that between 1873 and 1928 there were 
periods consisting of probably a dozen years during 
which the term, if used at all, was used infrequently. 

“The manufacture and sale of ‘Compo’ shoes was 
discontinued, apparently on account of the fact that 
no suitable cement or suitable cementing machinery 
had been devised with which a shoe meeting the com- 
mercial requirements could be produced. With the 
advent of pyroxylin or celluloid cements, for attaching 
the outsole to the shoe and the improvement in com- 
pressing machinery, interest in the ‘Compo’ shoe was 
revived and about the year 1914 a German concern, 
Atlas Werke, succeeded in interesting American shoc 
manufacturers in its machine and celluloid cement 

[TURN TO PAGE 70, PLEASE! 








Boot AND SHOE RECORDER , 
combining THE SHOE Retaruer, March 19, 1932 



















“THE yoy DODGE ; “ONE poy: TURN 
OCCASIONS” ANOTHER” 


No. 37102—BLACK KID No. 62102—PATENT LEATHER 


Cc 
19/8 Louis Heel 19/8 Louis Heel 
Medium Pointed Toe Last 





LAST CALL 
for 


EASTER TURNS 
TO RETAIL AT 


$5 ro 6 


THE TELEPHONE OR TELEGRAPH 
WILL GET THEM JUST IN TIME. 


$SB-25 


LESS 5% IN TEN DAYS 


¢ 3 THE LAST CALL : 
18/8 Louis Heel White Lining FOR EASTER IS THE OPENING GUN saibas Mae 
penton: Pointed Toe Last FOR HEAVY SELLING OF THESE 
FINE SHOES DURING SPRING AND 


No. 53104—BLACK FAILLE 


BLISS & PERRY 


COMPANY, INC. 
NEWBURYPORT, MASS. 


No. 17150—BLACK KID No. 77676—BLACK KID AMY 











3 B 
16/8 Louis Heel 14/8 Wood Cuban Heel 
“Medium Pointed Toe Last Medium Pointed Toe Last 
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HIGHLY SPECIALIZED 





LINING stock. 7 \ 
—made in one special tan. 

nery. 

—by one special crew of 
workmen. 


—of one special rawstock 
bought only for PEERLESS 
KID LININGS. 


—a special tannage that 
gives a firm and mellow tex- 
ture. 


—a flat, smooth grain with 
no wrinkles to be ironed out. 


—a clean, non-fibrous edge 
trim. 


—an especially uniform run 


of color. 
Imp resse 
the weare 











with the 


BALANCED @QUALIT! 
of her footwear 


The advantage of a FULL CHROME TANNED KID LINING: 
practical freedom from dampness and perspiration. 


PEERLESS LINING KID is specially tanned to perfectly meet th 
requirement—as well as the essentials of style and color. 


Nothing so convincingly completes the value throughout picture % 
, PEERLESS (full chrome) LINING KID. 


TS AN VAN 


JOHN - EVANS & CO., CAMDEMMEV 


Bo 
cor 
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4 VIOLET 


PEERLESS LININGS 
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The Conference 
Proves 
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“Shoe Colors Lighten as the Season Progresses 
Toward Summer—and for Fall and Winter 
Darken as the Colder Season Approaches.” 


By JOHN J. HOLDEN 


John J. Holden 


D sing the N. S. R. A. Style 
Conference last October at which time the 1932 Spring 
program was being discussed many things were said 
in and out of committee meetings that deserve reiter- 
ation at this time. 

As in past seasons, it was said that shoe colors 
would lighten as the Spring and Summer season ad- 
vanced. In the Fall and Winter colors are expected 
to darken as the season progresses. Also there will 
be “a greater market for shoe patterns that are light 
and airy as the Spring and Summer season advances.” 

The demand for sandals this season will undoubt- 
edly be much greater than in any pvevious season. 
Added to this is “a demand for shoes that are unlined 
and perforated through and through.” 

As these types of shoes are strictly Spring and 
Summer shoes it puts the shoe business in a better 
position than it has been in several years, because 
again this Fall we can offer new closed-up higher 
cut shoe styles that will be in keeping with the Fall 
and Winter season. 

Beige shoes to be offered for sale over $5.00 were 
not recommended except in a very limited quantity. 
Some shoes of this colored leather have been carried 
on the shelves by retailers all over the country for a 
long period. Consequently they were not recommended 
as being in the Spring and Summer style picture for 
1932. It was felt that women wearing beige coats 
and dresses would contrast the costume with shoes 
and accessories. 

It was predicted that all over beige watersnake, 
chameleons and beige lizard shoes would be used in the 
lower grades for promotional purposes, and as bait, 
but would only meet with mediocre success. 


Acting Chairman of the Conference in 1931 
and Buyer for John Wanamaker, New York 


In the finer grade shoes selected reptilian skins are 
being used for heel covers, trimmings and appliques 
that in many instances add to the beauty of smooth 
surfaced volume shoes of quality. 

It was the opinion of many of the leading men in 
various branches of our industry that we should con- 
tinue to recommend new style merchandise that would 
have to be replaced by the consumer at the end of the 
season. These new fashion trends are working for 
the good of our industry as a whole for the reason 
that it should mean more pairs of shoes per capita. 


Sell style, not price. 


The style conference was originally 
conceived as an industry stabilizer and balancer. It 
also has more to do than any other event in creating 
confidence on how to progress in planning in advance 
for each new season. 

It was the opinion of many that the meetings of this 
committee, its findings and recommendations are of a 
far greater importance than any other event held in 


- or by the industry. 


The great interest of the various factors in our 
allied branches of the industry was commendable and 
showed to a marked degree the high esteem in which 
this conference is held. 


SSS 


Next Conference May 2 and 3. at New York to Plan 
the Style Program for Fall, Winter and Early Spring, 
1932-1933 
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Statement by 
Compo Shoe Machinery Corporation 
With Reference to the 


Trademark COMPO 


More than three years ago United Shoe Machinery 
Corporation attacked the registration of the trademark 
COMPO. The first decision was in favor of United, but 
Compo Shoe Machinery Corporation took an appeal and 
the decision was reversed. United then took an appeal, 
and has now obtained a reversal of the decision in favor 


of Compo. 


Regardless of what may be the final outcome of the 
controversy over the registration, Compo Shoe Machinery 
Corporation will continue to assert and protect its rights 
to the trademark. 


If an unauthorized party makes use of the trademark 
COMPO on shoes or cement or solvent, we shall take 
affirmative action by suit for trademark infringement and 
unfair competition. 


Compo Shoe Machinery Corporation and its licensees 
have enjoyed exclusive use of the trademark COMPO on 
shoes, cement and solvent for more than three years, and 
we believe that they may reasonably expect to continue 
to do so. 


COMPO SHOE MACHINERY CORPORATION 
150 Causeway Street 


Boston, Massachusetts 
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Sure You Are 


Foot Health Week, April 18-23, Is Every 
Shoe Merchant's Opportunity to Tell the 
Public Why the Right Shoe, Properly Fitted, 
Is Essential to Health and Efficiency 


How much you will benefit through 
the great National Foot Health Week campaign depends upon the extent 
of your cooperation and participation. 


No store, where shoe fitting is understeod, is too small to partici- 


pate in Foot Health Week. 
Shoe stores in even the smallest community can cooperate to ad- 


vantage in promoting Foot Health Week. 


There is always the old story of the town that’s different. “Our mer- 
chants will not cooperate!” I’ve heard it in so many towns for so many 
years that I might believe it if I hadn’t put on successful cooperative 
events in towns just like yours. In plain English—that’s a lot of bunk. 
Merchants will cooperate in a worthwhile cause if it is put up to them 
in a nice way by a good merchant who will work and plan unselfishly. 

Educational programs, lectures, clinics, contests and general publicity 
can be carried on cooperatively—and do a bigger, better job than is pos- 
sible by stores working individually. Working together, you can plan 
a program that includes: 

1. News stories by local physicians on the importance of healthful feet. 

2. Arrange free clinics for each day during Foot Health Week. 


3. Have uniform street and store signs—and cooperative advertising. 
4. Hold a perfect foot contest, with prizes for men, women and chil- 


dren. 
5. Prepare and distribute literature on the correct care of the feet. 


e Have a school children’s essay contest on the importance of health- 
ul teet. 

7. Arrange for lectures to school children on correct care of the feet. 

These and many other things can be done better through cooperative 
effort. Call up your leading competitors and get together. For the 
individual store that ‘“‘can’t do anything” there’s no excuse. Such a mer- 
chant has no excuse—to be brutally frank, he is plain lazy. The great 
difficulty seems very often to be that if we cannot go hunting for ele- 
phants, we don’t want to go hunting at all! 

Window displays that dramatize the various shoes suitable for various 
activities, each with an appropriate card, are not hard to arrange. Show 
shoes for the housewife, the nurse, the teacher, the clerk, the shopper ; 


show shoes for the cop, the mailman, the agent, and so on; show the 


various changes in children’s shoes from infancy to maturity. 
{TURN TO PAGE 78, PLEASE] 


Send This Letter to a Care- 

fully Compiled Mailing List, 

Made Up from the Tele- 

phone Directory and Other 

Trustworthy Sources, or It 

May Be Used as a Mailing 
Card 


_ DEAR MADAME: 


Haven’t you sometimes felt that you 
could enjoy life better and accomplish 
more if you were assured of complete 
foot 

If you have experienced any of the pains 
or discomforts caused by foot troubles, 
you should waste no time in trying to find 
out what is wrong. Nine times out of ten 
improper or wrongly fitted shoes play an 
important part in causing or aggravating 
foot ills. 

We invite you to visit our store during 
National Foot Health Week, April 18 to 
23, inclusive. Our (insert number) years 
in fitting feet properly have proved to us 
that many painful and troublesome condi- 
tions can be helped or corrected entirely 
by the right shoes. 


There is no obligation attached to our 
examination, measurement and suggestion. 
Please bring this letter when you call. 


Yours truly, 
(signature) 
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Unlined Oxford, Stock No. 836, Tandrite Calf No. 1031, 


Shoes by Carlisle Shoe Com- 
pany, Carlisle, Pa. 
Hubschman's Tandrite Calf 


Unlined Wales, Stock No. 839, 
Tandrite Calf No. 1031, Brown 


Brown. Stock No. 837, Tandrite Calf No. 1000, Black 


sates eg or ' 





TANDRITE 


UNEXCELLED FOR UNLINED SHOES! 


For the unlined shoe vogue which is fast 
developing, Hubschman has perfected a 
superior leather with a light colored back, 
which is perfect for the unlined shoe. 


No. 1000—Black 

No. 1034—Darker Brown 
No. 1031—Brown 

No. 1000 — White 

No. 1007—Navy Blue 


Fashionable women appreciate to the full- 
est the exquisite finish, deep, glowing 
color, pliable body and high lustre of 
Tandrite . .. the super calfskin. 





E.HUBSCHMA AN & SONS. Inc.PHILA. PA 
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Footwear Should 
Be Roomy 


If shoes are not roomy and fail to allow 
free play of the foot, many serious condi- 
tions result. 

Foot muscles grow up weakly, bones of 
the arches are shifted from their normal 
positions, bunions result, and toes often 
overlap. Such a foot is weak, deformed and 
painful. 

Be sure your shoes and stockings are 
roomy, allowing the toes to spread out with- 
out being cramped. You can be sure of 
proper fit at (store name’s). 


Flat Foot and Grouches! 


Ever stop to consider that the ill results 
of flat feet may be entirely away from the 
feet? 

His toes turn out, his ankles in, his shoul- 
ders sag so badly he is round shouldered, he 
shuffles when he walks—yet he boasts his 
feet never hurt! But he is a chronic dys- 
peptic, he complains a lot of backache and 
he is the most nervous, irritable man | 
know! 

Some people have flat foot for years with- 
out suffering any marked discomfort. Have 
= a examined here during Foot Health 

eek. 


Romping, Rollicking Feet Need 
Shoes Exactly Right 


You watch your children with motherly 
solicitude . . . whom they play with, what 
they eat, what they do. In every way you 
watch unceasingly that they may grow up to 
be fine men and women . . . mentally, mor- 
ally, physically. 

Their busy, growing feet need equal care 
. . . Correct shoes give them complete com- 
fort and proper guidance as they change and 
develop. 

Take no chances. Have each pair of shoes 
carefully fitted by trained shoe men, with a 
keen sense of responsibility. (Store name) 
= are trustworthy guides for growing 
eet. 





AT WORK— 


Do You Stand or Walk Much? 
—or Sit a Great Deal? 


Those who must stand or walk a great 
deal during the day should rest their feet 
when they can by wearing slippers. 

Those who sit at desk or bench all day 
should try to get in about three miles of 
walking every day out of doors. 

There’s comfort in every pair of (store 
name) shoes, because we fit them with ex- 
acting care. 

AAA 


Watch Your Children’s Feet! 


Surveys of school children between the 
ages of 8 and 14 found eighty per cent of 
the girls and sixty-five per cent of the boys 
foot defective. 

During these early formative years many 
foot ills can be avoided or corrected by 
properly fitted shoes. 

Never guess . . . always bring the chil- 
dren in to be fitted. Always get good shoes 
—they save money and health. 

We’re doubly careful about fitting chil- 
dren’s shoes here at (store name). 


aah 


Shock Absorbers 


When the springs of your car are broken, 
riding comfort ceases. When the “springs” 
of your feet are thrown out of line through 
breaking down of the arches, all the organs 
of balance, locomotion and shock absorption 
are affected. 

Much suffering can be prevented by wear- 
ing (store name’s) correct shoes properly 
fitted. 

am & 


Cleanliness and Change 


All day long the foot is encased in an 
almost air-tight covering. The skin is rubbed 
and thumped, the foot sweats, and the oil 
glands pour out their oily secretions. 

Washing the feet free of daily accumula- 
tions at night lets them “breathe” again. A 
change of shoes and stockings during the 
day helps a great deal, and also rests the 
feet a lot. 

As a further aid to foot comfort, wear 
Pry name) shoes; they’re always carefully 
itted. 
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Ready-Made Newspaper 
Ad Copy for 


— Foot Health Week 


April 18-23, 1932 


Have You 
Fallen Arches? 


A simple test to find out if you have 
fallen arches is to moisten the sole of the 
foot and set it down on a newspaper. 

The normal foot makes an impression 
which is thin in the middle and bulges at 
heel and toes. The impression of a flat foot 
is almost the same width throughout the 
entire length. 

A few people are born with flat foot and 
are not bothered by it . . . but to most it 
causes quick tiring from standing or walk- 
ing. 

(Store name’s) careful fitting service 
eliminates many foot ills entirely. 


a Ae 


Bodily Health Depends 
Upon Foot Health 


When one’s feet are uncomfortable it is 
the natural thing to relieve them as much 
as possible . . . avoiding walking and other 
exercise. 

From lack-of exercise the muscles lose 
tone, the circulation becomes sluggish, the 
general health of the body becomes im- 
paired, all because of improperly fitted 
shoes. 

(Store name) fits your shoes so that you 
will enjoy wearing them. 


aA Ae 


Cruel Pavements! 


Out on golf course or wayside path you 
have known the wonderful feeling of ground 
that gives with every step—you felt buoyant, 
exhilarated! 

But . . . when you walk on unyielding 
sidewalks of city streets, you can feel buoy- 
ancy only when your shoes give support and 
springiness to the arches of your feet. 

When shoes fail to help the feet absorb 
the pounding shocks . . . nervous and physi- 
cal exhaustion quickly follow. Continued 
md after day, the pounding does dangerous 

arm. 

(Store name) shoes are correctly made 
and fitted to protect feet against cruel 
o_ Try them during Foot Health 

eek. 
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ORDER SHIPPED 
RECEIVED FOR SAME DAY 
DETROIT, MICH., STORE 1125 PR. 1118 PR. 
e LOS ANGELES, CALIF., STORE 581 “ 579 « 
ALEXANDRIA, MINN., STORE 136 “ 136 “ 
DETROIT LAKES, MINN., STORE 240 “ 240 “ 
RALEI N. C., STORE 144 “ 140 “ 
2226 an * 
AVERAGE FOR ORDERS 994 / 
FILLED IMMEDIATELY 10/0 
jave 
™ : Oy HIS group of shipments picked at 
: a / random shows that 99 4/10% of the 
= e: . A ONS orders were shipped the same day re- 
° ‘ ceived! Think of it! And never is this 
+" ap figure less than 98%. A merchant can 
ak- é 30 select his favorite numbers from the 
jice ee comprehensive “GREAT SCOTT” line 
: and KNOW that at least 98 out of every 
hundred pair will be shipped the same One of the salient factors of the 
day. And very often it’s 100%. This © DOERMAN PLAN is its 98% 
is a service we can justly feel proud of. pg oar . 0 on 
” It’s a service that “GREAT SCOTT” summer 1932 catalog. _ 
ch dealers always can depend upon. AY 
her The names and addresses of the above mer- 
chants will be sent upon request. Or better 
ae No. 161 still, let us tell you about the Doerman Plan 
the 61% to S— and the inimitable line of “GREAT SCOTT” 
m- C, D Wide—$1.30 Shoes that brings bigger and better profits to 
ed 84, to LI— these merchants. 


B, C, D Wide—$1.50 


oO nas 7% 30 DAYS 


No. 220 In Stock 


62 to 8— 
Cex D— 


“GREAT SCOTT: 


CHILDRENS SHOES 


nd 
if, 
ng ~~ P fi 
y- No. 102 KB No. 328 In Stock 
id 614 to 8— ; y 812 to 11— 
C D Wide—$1.10 . —— 11% ee gnape 
. B, GD Wide—$1.30 & D—$1.65 
d 114% to 3— 
, A, B, C, D Wide—$1.45 
US ; No. 160 In Stock 
: | Doerman Shoe Mf net 
e 
: | Doerman Shoe Mf¢.Co. ip 
SOUTH MILWAUKEE, WIS. ABER D—s165 
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These Are Fundamental Requisites for Success in 
Selling Shoes at Retail, Says William J. Walsh 


By OWEN A. THOMAS 


Associate Editor 


4d 
ieee are thousands 


of men and women who are 
nervous and physical wrecks 
because of foot ills brought 
on by improper shoe fitting. 
If any of my customers re- 
turn to my store complaining 
of obviously misfitted shoes, 4 
the man who made the sale is 
fired—and the rest of the 
salesmen are told why he was 
fired.” 

William J. Walsh, who 
operates two Arch Preserver 
stores in Boston, and who is 
quoted above, attaches more 
importance to fitting than to 
any other of the manifold 
activities connected with sell- 
ing footwear at retail. This, 
he explains, is not humani- 
tarianism but just hard- 
boiled common sense and 
business prudence. 

“A woman who has failed 
to get the style she thinks she wants, is just as likely 
as not to give you another chance,” he says. “The 
customer who objects to your prices is apt to forget 
the objection in time; but the man or woman who has 
suffered the tortures of the damned from weakened 
arches, corns, callouses or ingrown toenails, due to im- 
properly fitted shoes, will never come back. And 
there is no store in the country so situated that it can 
keep going without repeat business.” 

“That’s fine,” said the REcoRDER representative who 
was doing the interviewing. “But, after all, it’s a 
generality. What are you going to do about it? Or, 
rather, what have you been doing about it? Let’s 
have some concrete examples.” 

“There’s no use illustrating what I have to say by 
drawing from our experience here,” said Mr. Walsh. 
“The patented features of the shoes we carry are not 
duplicated in other lines. Also, our last measure- 





William J. Walsh 


retail. 


ments and the method of size determination are 
radically different from what has heretofore been ac- 





weakened arches, corns, callouses or in- 
grown toenails, due to improperly fitted 
shoes, will never come back. And there is 
no store in the country so situated that it 
can keep going without repeat business.” 


So says William J. Walsh, successful 
Boston shoe merchant, who believes know- 
ing feet and how to fit them are the first 
requisites for success in selling shoes at 


With National Foot Health Week, April 
18-23, only a month away, shoe merchants 
can get many helpful ideas from the views 
expressed by Mr. Walsh in this interview. 


cepted as trade standard.” 

“All right, then,” said the 
interviewer. “Let’s put it 
this way. Suppose you wer« 
in business with just a good, 
well-made line of shoes, what 
would you teach your men 
about fitting them?” 

“I wouldn’t teach then 
anything about fitting until ! 
had first taught them some- 
thing about feet,” he retorted. 
“Everyone knows that people 
of the same height, for in- 
stance, are not the same in 
weight. Furthermore, their 
heads may not be the same 
shape; nor their hands; and 
their arms may not be the 
same length. But a lot of 
people in the shoe industry 
have gone no farther than 
that—they have failed to 
recognize the fact that feet, 
also, vary in shape and gen- 
eral make-up. Not all women whose foot measure- 
ments would indicate a 5C shoe, can be fitted with 
the same shoe stamped with that size, no matter how 
honest the shoe manufacturer, because of variations 
in last measurements. 

“You see, we find the same variations in foot pro- 
portions as we do in heads or in any other part of 
the body.” 


“A woman who has 
failed to get the style 
she thinks she wants 
is as likely as not to 
give you another 
chance. The cus- 
tomer who objects to 
your prices is apt to 
forget the objection 
in time; but the man 
or woman who has 
suffered the tortures 
of the damned from 


af yt 
ou mean variations due to 
deformities?” asked the REcoRDER representative. 
“Not at all,” said Mr. Walsh. “I am talking now 
only about normal feet and by normal feet I mean 
feet free from bunion joints, ingrown toenails, corns, 
calluses—healthy feet, in other words, but with indi- 
vidualities of their own. 
“That means that the lasts over which shoes are 
made must be so proportioned as to take these various 
[TURN TO PAGE 40, PLEASE | 
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Actual photo seueuanent 
of Smoke House where 
Kepner Elk is smoke-finished. 





SMOKE 
FINISHED 


Sin the literal sense of the word 


SMOKE—SMOKE—plenty of SMOKE—That’s what 
we mean by SMOKE FINISH. Nene of the so-called 
“drug store finish” is used to give KEPNER CAMEL 
SMOKE or KEPNER LIGHT SMOKE is character- 
istic finish. 





We are still the sole producers in volume of GEN- 
UINE SMOKED ELK—leather that is actually put 
-in the smoke house and allowed to mellow for hours 
under a dense smoke treatment. 


You specify KEPNER when you specify genuine 
smoked elk. 


C. D. Kepner Leather Company 


137-139 South Street, Boston 
Milwaukee St. Louis 


America’s exclusive tanners in volume of genuine 
smoked leathers. 
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The Case Against the P. M. 


Can Shoe Stores Afford to Use High Pressure Methods 
of Sales Stimulation. at the Cost of Customer Good Will? 


By WALLACE R. CLARK 


Md i 
FP Ms, that practice of 


paying a premium to salespeople for the sale of cer- 
tain styles of shoes, is a custom that has outlived its 
usefulness. That is the definite statement of a prom- 
inent shoe buyer and a view held today by many in 
the shoe business. Why does this obviously easy 
method of disposal of slow moving merchandise meet 
with such disapproval ? 

If we are concerned only with the immediate sale 
there seems little argument against the P.M. system. 
However, every modern retailer, whether he sells 
shoes, autos or candy, is interested not only in selling 
a customer once—now—but again and again and again 
in the future. 

For the merchant depending chiefly on transient 
trade there is no_ better 
plan than a P.M. system, 
but for the store that aims 
to build a lasting business 
the P.M. practice should be 
thoroughly analyzed before 
it is adopted. 

We must grant that a 
P.M. policy will quickly 
and materially remedy a 
spotty stock condition. If 
several lines of shoes are 
not selling up to expecta- 
tions the sales on this type 
of footwear may be great- 
ly increased by placing a 
P.M. on this merchandise. 
But what is the ultimate ef- 
fect of such a policy? 

A typical woman custom- 
er enters your store to pur- 
chase a pair of shoes. She 
says, “Something in patent 
leather. The salesman im- 
mediately shows a nice look- 
ing opera, trimmed in rep- 
tile, in style, not too flashy. 
The customer is interested 
but also wants to see a one 





strap. She is shown one strap models; does not care 
for them, and asks to be shown a plain patent opera. 
Now on this shoe there is no P.M. The salesman be- 
lieves that he can sell the P.M. opera that, he has firs: 
shown and which the customer still has in front oi 
her. He goes back to stock and returns to say, false: 
ly: “I’m sorry, but we don’t have your size in the 
plain opera.” He ‘talks up’ the P.M. pump and finally 
is rewarded by hearing the customer say, “I guess I'l! 
take it.” 

Fine, a P.M. sale; the salesman collects extra com- 
mission ; the store owner is rid of another pair of hi: 
dangerous merchandise. But what is the most im- 
portant reaction of that sale, that of the customer ’ 

Miss Customer is not enthusiastic over this particu- 
lar pair. She tries them on 
again at home, likes them 
less, finally wears them. 
When shoes are discussed 
in her circle she states her 
dissatisfaction with those 
she has bought at C’s. The 
more she talks the more she 
dislikes both the shoes and 
the C store. 

Within six weeks, much 
sooner than her usual new 
shoe purchase, she enters 
A’s store and is fitted to a 
pair of new kid pumps 
which she likes. Commenc- 
ing from that date she is an 
A customer. 

The net result of the 
P.M. sale for the C store is: 

Sold—One pair of P.M.’s. 
+ Lost— One customer — 
four to six pairs of shoes 
per year. 

A large compilation of 
the evidence of such rea- 
soning is almost impossible, 
but some investigation ha: 
[TURN TO PAGE 40, PLEASE} 
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ee OWLILMIES Prmp 


SEAMLESS ¢ DROP  ¢ 


——— MADE 


“SHE WALKS IN BEAUTY" 


Accepted as a 
perfect fitter by leading 
merchants everywhere.. 


The most perfect fitting pump! Built seamless, 
with a patented reinforced drop-top. No binding 
to cut the instep, no gaping at the sides. Each 
pair is lasted by hand, assuring a fineness and uni- 
formity so essential to proper fitting pumps. Notice 
the scratch bottom and our beautiful Pointex heel, 
another exclusive (patented) Brauer feature. A 
trial order will convince you of the extraordinary 
merits of the FOLLIES pump. 


IN STOCK 


AAAA, 5 to by. AAA, ‘A to 8; ty 4 to 9; A, 
3% to 9; B, 2% to 9. 


No. 5000 Mat Kid, Grissette lining, 195 last, 
19/8 heel $3.35 


No. 5001 White Ducklin, “Snow White’. dyes 
Pye | pink kid qt. lining; 195 last, 
19/8 h $3.15 


No. 5002 Black Patent leather, Pink qt. lining; 
195 last, 19/8 heel $3.15 


BRAUER BROS. SHOE C. . « « « St. Louis, Mo. 
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Retailers, Manufacturers, 
Wholesalers, Tanners 





Mail us at once a complete list of the 
trade marks and brands of your prod- 
ucts for publication in the 


BOOT AND SHOE RECORDER 


Trade Mark Listings 
FOR 


I9s2 





SEND TO— 
BOOT AND SHOE RECORDER 


TRADE MARK DEPARTMENT 
239 WEST 39th STREET 
NEW YORK, N. Y. 


STEEP TT ETrrrrrrrrrrerrrrrrrrrrrrrrriirriiiirittiiiiilit ily 











EET TT TTI TT EIT EEETrrrrrrrrrrrrrrririii titi LL 








MORE PROFITS 


If They Are of 


Colt Quality 


More profitable because you are get- 
ting a profit plus good will from 
your customer when you sell Colt 
Boots. You cannot afford to sell 
anything but the best when it comes 
to Boots. 


COLT-CROMWELL CO., Inc. 


EST. 1899 
1239 Broadway — New York City 
911 So. Los Angeles St., Los Angeles, Cal. 


IN STOCK 
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withholding patronage, payment of 
bills and the return of goods months 
after purchase. That customer had 
been living out of a closet for several 
years and now wanted to force her 
prices her way. He had recovered his 
sense of proportion by sensing its lack 
in somebody else. Now he had some- 
thing to use as a measuring stick—a 
precious comparison that would show 
him the place of the store in the com- 
munity and would lead to a return of 
customers. 


ONFUSION vanished—reality re- 
turned. He had decisions to make. 
First he measured himself. He had 
never satisfactorily answered the hu- 
miliating question: “How could I have 
been such a fool, so blind, so deaf, so 
utterly mistaken in my own estimation 
of my abilities to have been almost 
ruined in the markets of ’29 and ’30?” 
It had left him with a tremendous 
prejudice against all businesses but 
that of shoes. One excursion out of the 
path of shoes in twenty years was 
enough and plenty. From now on— 
shoes first. 

John Mahn now knows what he 
wants. He stands some chance of get- 
ting it. When he went into the shoe 
business as a clerk twenty years ago 
he knew something of the things he 
wanted and one of them was a shoe 
store of his own. Since getting it, he 
had found out that the best things in 
the shoe business he hadn’t even known 
he wanted when he first went in. He 
thought the shoe business was nothing 
but a business. John found out it was 
a business—plus—and that little plus 
sign makes all the difference in the 
world. At first he thought the only 
purpose of business was to make 
money. It wasn’t long before he found 
out that the merchant who doesn’t 
think about anything except his own 
dollars pretty soon hasn’t very many 
dollars to think about. 

John always said, as a single man 
might, “Dollars are a good deal like wo- 
men—pursue them too eagarly and they 
run away from you.” He had become a 
real member of the shoe family. It was 
as if welcome was on every mat—in fac- 
tories, sample room, office, conventions 
and in shoe stores everywhere. When 
he traveled, wherever there was a shoe 
store—he felt at home in it. The tangi- 
ble, visible, audible, spectacular way in 
which he found that loyalty, fraternity 
and advice were his for an equal ex- 
change of the same elements—vwell, 
here’s the proof. 

The battle with Mrs. Snobborn had 
bothered him. It had been one of many. 
He wanted to know what other mer- 
chants, situated as he was in the family 
shoe store, were doing on “top prices.” 
Just how many pairs were sold and 
how much money. He started to ’phone 





What the Shoe Store Is Thinking About 


[CONTINUED FROM PAGE 15] 












How One Store Rearranged Its Price Levels and Will Hold, Without 
Change—for Season 


(A named line, $5 and $6 takes care of G. G. and 
women’s sport, sensible and walking shoes.) 


4.00—lowest 


1929 1932 
$18.50 $1250 
Main Women’s 16.50 10.50 
Section 14.50 8.50 
12.50 
10.50 
$8.50 $6.00 
Women’s 5.00 
‘Popular Priced 6.50 
Corner ) 
$14.50 
12.50 60% 
Men's 10.00 
s 
$7.00 } 
6.00 f 10% 
f 1929 
Run, 24’ to 8, 
Misses’ and W’to 2, 
Children’s ) 814 to 11, 
5 to 8 
First steps 
1929 
Big Boys’ and Run, 6 to 10 
Boys’ Shoes 1 to 6 
Il to 1 


$10.50 (few) } 35% 


$6.00 i 
5.00 65% 

1932 
$5.00 to $6.50 $4.00 to $5.09 
4.00 to 5.00 3.00 to 4.09 
3.00 to 4.00 2.50 to 3.50 
2.50 to 3. 2.00 to 3.00 
1.50 1.50 

1932 
$5.00 to $6.00 $4.50 to $5.00 
4.00 to 5.00 3.00 to 4.00 
3.50 to 4.50 2.50 to 3.50 








the merchants in cities as far away as 
a thousand miles and found out that 
the same fighting resistance was every- 
where against “top prices,” and fur- 
thermore that there was no bottom to 
low prices. Some merchants had 
thrown away all previous levels that 
had taken them years to build and had 
plunged into new shoes and new prices 
completely. He had made some changes 
himself. He asked a dozen merchants, 
more or less his size, if it were possible 
to hold one line above $15.00, but not an 
ally could he win over to that level. He 
knew a business wasn’t much good 
when it had high prices and no custom- 
ers, and that a 45,000 population 
couldn’t carry too much “sugar.” 


HAT he must determine was its 
present-day top. So he decided to 
measure his own town and its capacity 
to buy shoes at $12.50 and up. Almost 
ali of his customers (including even 
those with ailing feet) had lost all sense 
of proportion of prices of shoes above 
that figure. Shoes were again foot 
coverings. Feet that protested were 
disciplined into cheaper shoes—reason 
notwithstanding. So he was forced to 
set a top which hurt him as a shoe 
man but which he knew must be done 
as a local merchart. 
Would he be able to strike a happy 
balance fo stock with this top price 
line known—not until he knew his low- 





est price level—that was even of more 
importance—for in the higher brackets 
there was only a small percentage of 
business anyway. He was truobled 
more than he could tell for he had very 
little buying and selling experience on 
low-level shoes. He wouldn’t. have 
known how to specify what should go 
into a $2.00 shoe, and yet there were 
stores of his size doing a thumping big 
business in that price field. He talked 
to customers, to salesmen, even made 
market trips—still the doubt pursued 
him—what bottom now? 

With the use of his magic “sense-of- 
proportion,” he figured out that below 
$4.00 he couldn’t give to his customers 
all the things that went into Composite 
service. Years of established reputa- 
tion for good shoes and good service 
must be continued—and price couldn’t 
be narrowed to exclude service. It was 
something that went with the shoes and 
must be charged for. But he really 
came to the final decision of $4.00 
through his inability to measure values 
below that price. He decided to hold 


that as his positive minimum in adult 


footwear, come what may. Shoes just 
couldn’t drop in price with every ¢:1s- 

tomer’s wants until zero was reached. 
At some one point a fence must be 
put up by the Composite Shoe Store to 
establish the boundaries of its service. 
The top fence was a hurdle. It might 
[TURN TO PAGE 60, PLEA‘£] 
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phe. “POLLYANNA HEALTH SHOES” fla. 


IN STOCK 


for 


Easter 


and after 
Easter 


A complete line of juvenile 
and growing girls WELT shoes 
in stock (82 styles) to retail 
profitably at 

$2.50 (5 to 8—A to D) 

$3 (8° to 2—A to D) 
$4. (2° to 8S—AAA to D) 
and up 


No. 849 


Patent—Kid Lined—French Bound 
umens 54/0 Heel — Lea. Top— A to D— 


Every 
Friday Night 


“ADVENTURES OF 
POLLY ANNA” 


“On the Air” at 5.30 P. M. 
(Eastern Standard) 


Over a 16 Station Hook-Up 
of the 
Columbia Network 


camp ll Spring Heel—A to D—8% to 
Ce Spring Heel—A to D—5 to 8. 











Outstanding Features in 
POLLYANNA SHOES 


The only line at Pollyanna prices 
made in a full range of widths from 
A’s to D’s in sizes from 5 in In- 
fants to 2 in Misses. 

The only line built on genuine ortho- 
pedic lasts in this price range. 

The only exclusive children’s line on 
the air in this price range. 

B® The longest line of “in stock” shoes 
> in this price range. 

The most complete “in stock” line of 
growing girls’ shoes, insofar as 
lasts and patterns are concerned— 
thoroughly bridging the gap be- 
tween the young miss and the young 
woman. 

But more important than any of the 
above is a special patented feature 
obtained only in Pollyanna Shoes. 


“THE AIRY ARCH” 


This feature relieves excessive per- 

' gpiration and keeps the feet fresh 
and healthy. This one feature alone 
makes Pollyanna Health Shoes out- 
standing in the field of Juvenile 
Corrective or Health Shoes. 


COFFEE ELK 
Kid Lined—Damp Proof Sole—8/8 Heel—Wing- 
foot Top. 


Girls only—AAA 4? to 8, AA to D—2% to 8. 


No. 881X—Light Smoke Elk—Gristle Sole. 
Girls only—AAA 4% to 8, AA to C—2% to 8. 
D 2% to 7. 


ee 
No. 882 as 881X except White Elk. 


No. 800X 
Chrome Patent—Horse Butt Soles 
MISSES—6/8 Heel—Wingfoot Top—A to D— 
11% to 2. 


CHILD’S—Wingfoot Spring Heel—A to D— 
8% to 11. 
INFANTS—Lea. Spring Heel—A to D—5 to 8. 


Also Stocked in 
Coffee Elk—Gun Metal—Tan Calf—Black Calf 


No. 834 
CAMEL ELK 
with Coffee Elk Trim 
Duflex Gristle Sole and Hee 
MISSES—6/8 Spring Heel—A to Dn i1% to 2. 
CHILD’S—Spring Heel—A to D—8% to 11. 


No. 8380—Similar a Logs except White Elk 
with Black Calf Tri 








. 


TeF-S Waar SnoeCo. 


ANNVILLE, PENN. 


New York Office and In Stock Department:—196 Church Street 
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Know Feet and How to Fit Them 


foot types into consideration. Nor does 
this mean a tremendous number of 
lasts. My experience has led me to be- 
lieve that, roughly speaking, you can 
divide women’s normal feet into six 
classes: 

“There is the long, slim foot with so- 
called standard heel measurement. 

“The same type of foot but with a 
narrow heel. 

“The same type of foot with the un- 
usually wide, or fat, heel. 

“The foot with the high longitudinal 
arch and standard heel. 

“The same type of foot with a nar- 
row heel. 

“The slim foot with unusually flat 
longitudinal arch.” 

“Why,” said the interviewer, “does 
your classification place so much em- 
phasis on the heel of the foot—stand- 
ard, narrow, wide, and so on?” 

“When a shoe is properly fitted,” said 
Mr. Walsh, “that is where it is an- 
chored—there and at the two ball 
points. If the foot is not anchored 
properly, then it is permitted to slip 
forward and the toes are crowded into 
a portion of the forepart of the shoe 
which was never intended to accommo- 
date the foot. The result is that the 
little toe turns under its neighbor, the 
great toe is forced inward causing a 
bunion joint; the toenails are pushed 
back, developing ingrown nails. And, 
what is vastly more important, the 
longitudinal arch of the foot is sub- 
jected to a strain which eventually 
forces it to drop and the foot begins 
to rotate inward. 

“All of which brings me to the second 
point in this discussion. To get the 
proper anchorage at these three points 
—heel, inner and outer ball—you must 
fit, so that these focal points of the 
foot are in the exact corresponding 
points of the shoe itself. The heel of 
the shoe must hug closely the heel of 
the foot. 

“In this connection, also, consider the 
tread of the shoe. It must provide a 
base which, as nearly as possible, is the 
same as that which Nature designed for 
the aboriginal foot without shoes. The 
heel of the shoe. is: its vicious part. 
Once a heel is put on a shoe, no matter 
what its height, that same tread should 
be carried to the ball of the foot. Care- 
ful shoe fitters will check to see wheth- 
er the ball, waist, instep and heel of the 
foot rest in the shoe in exactly the same 
position that the ball, waist, instep and 
heel of the last rested—the last over 
which the shoe was made. If the shoe 
is made so as to retain Nature’s tread- 
ing base (and there are shoes so made), 
the foot is then allowed to function in 
a normal, healthy manner—Nature’s 
only way of keeping good feet good. 
That’s at least one thing that the shoe 
merchant can do.” 

“And the rest of them?” murmured 
the interviewer. 





[CONTINUED FROM PAGE 34] 


“Well,” said Mr. Walsh, “you can ask 
the customer to walk about a bit and 
see how the shoe creases across the 
forepart. It should break straight 
across in two parallel creases. 

“You can make sure, with the cus- 
tomer’s weight on her feet, that the 
shoe is neither too wide nor too nar- 
row. If too narrow, the leather will be 
stretched too tightly at the ball points, 
indicating an overstrain; if too wide, it 
can easily be detected by pressure of 
the salesman’s fingers. 

“You can size up the fit over the in- 
step and see whether the shoe is too 
tight or too loose at that point. You 
can see that the shoe does not gap un- 
duly in walking. 

“But when all is said and done and 
until the fitting of shoes and the de- 
termination of sizes is put on a con- 
siderably more scientific basis than it is 
now, experience will prove to be the 
best teacher. 

“If the salesman, as he fits, will keep 
in mind the six major classes of normal 
feet which I have enumerated and will 
mentally relegate each foot to one of 
those classes, he will very soon find 
which lasts in his stock are best 
adapted to each type of foot. 

“Or, to carry my theory a bit toward 
the extreme, it may be possible for the 
salesmen of any one store, to find 
among their wives, sisters or other 
women relatives, representative exam- 
ples of these foot types. They can then 


experiment, when new lasts come in, on 
these ‘laboratory’ feet. This is a rough 
and ready, rule of thumb method, but it 
at least eliminates the necessity of do- 
ing your experimenting on your cus- 
tomers. 

“As I said in the beginning, this isn’t 
necessary with us because of the way 
new lasts are detailed to our store. The 
tread of the last is given and measure- 
ments so accurately indicated thereon 
that we can tell almost at a glance e«- 
actly what type of foot—even those 
with some degree of abnormality—it 
will best fit. 

“A new last with us means a store 
meeting at which the last is shown ard 
described. Even if we have no new 
lasts, we are apt to hold a store meet- 
ing every two weeks. At these meci- 
ings, my men ask me any questions 
which have arisen during the course of 
their daily work. These questions m:y 
have to do with the fitting qualities of 
a last already in stock—or the pecu- 
liarities of a particular foot which has 
wandered into the store during the day 
—or the correction of some foot ab- 
normality with which they have come 
in contact. All these I answer as well 
as I can.” 

“And,” said the interviewer, as he 
dodged under the desk, “what happens 
when you don’t know the answer?” 

“Then it’s up to me to go and find 
out,” said Mr. Walsh. “We’re never 
too old to learn.” 











The Case Against the P.M. 


[CONTINUED FROM PAGE 36] 


been made. In a store where a check 
was kept of the styles and sizes sold to 
customers with charge accounts, these 
figures were presented: 


Average Number of Purchasers Per 
Year 
All charge customers 
Charge customers who were sold 
P.M 


“Probably a better indication of the 
customers dissatisfied with P.M. mer- 
chandise is shown in return merchan- 
dise figures. By reviewing these for 
your store, you will be able to judge 
your customer reaction if you already 
are using a P.M. system. Every style 
must be reentered in your inventory 
when it is returned. Check the P.M. 
returns against the total number of 
returns and compare this percentage 
with the percentage of P.M. sales to 
total sales. See if these two figures are 
in line. 

In this case they Were decidedly out 
of line as shown: 


These figures show forced sales. The 
P.M. incentive automatically makes 
your sales force concentrate on the im- 
mediate sale rather than think of sell- 
ing the merchandise to please the cus- 
tomer and make her a regular patron. 
Forced sales today mean no sales to- 
morrow. Therefore don’t force sales 
through P.M.s. Rather mark down 
poor sellin; er gee ge Give the cus- 
tomers tig efit of your mistakes. 
Draw bar customers to your store 
who may like the value they receive, 
the service you offer, the quality of 
your merchandise. If they think well 
enough of their first bargain they will 
come to buy again when you advertise 
special values. Bring them in often 
enough with special offerings and some 
will become regular “full price custom- 
ers.” 

Don’t drive away customers with 
slow-selling P.M. merchandise. Bring 
in new customers with real mark-down 
values. 








Reg. Mdse. Per Cent P.M. PerCent Toval 


Sales (three months)............ 
Retu 


3,510 
131 


3,09 


12 
132 


28 


489 
51 


88 
72 
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NATIONAL NEWS 


>» HOW’S BUSINESS? 4 


—_— 


Production Gained in January 


WASHINGTON — Production of shoes 
in January, 1932, showed an increase 
of 7.2 per cent over December, 1931, 
and of 5.4 per cent over January, 1931, 
according to figures compiled from re- 
ports to the Department of Commerce. 


JANUARY, 1932 
PRODUCTION OF FOOTWEAR, OTHER THAN RUBBER, BY MONTHS 
1990, 1981 AND 1932 


MILLIONS OF PAIRS 
238 88 & 


8 8 


S121 9/8/81 81 


The figures, as broken down into 
varieties, for the three comparative 
months, are as follows: 
January, December, sommes. 

1932 1931 


1931 
Boots and shoes, total...20,960,037 19,555,554 19,888,869 
High and low cut (1 th 


uc total 18,704,806 15,947,995 18,135,233 
Men $ 

Dress shoe .... 3,329,633 

Work shoe .... 1,781,867 
Boys’ 


aad youths’.... 1,376,8§ 
Women 81112 
Misses, "aad children’s. 2,841,5 
Inf. 1,262'6 


Athletic ‘il sporting! 87,5: 
om eens and et: - 
63,271 


All - aivie 
vas 


287,377 

Slippers and " moceas ry 
for nee Wear, total. 1,101,309 2,641,830 
All leat! 70,743 a 

Part ote, rm ots. 566 1,850,710 
Barefoot sandals play % 
shoes, 
footwear? 514,238 450,827 


1 Excludes footwear fy tabrie uppers and rubber soles. 
2In addition, 436,525 pairs of rabber-soled footwear 


Kind 


5,353,846 














141,664 
22,450 


146,642 
111,031 
191,708 
853,428 
275,518 
577,915 


(satin, can- 
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Thom McAn to Expand 


New York—Announcing further ex- 
pansion plans for this year, Ward Mel- 
ville, president of Thom McAn shoe 
stores, told the two-day convention of 
store managers held here at Briarcliff 
Lodge last week that unit sales last 
year were more than 300,000 pairs 
ahead of 1930. Total 1931 sales were 
5,390,000 pairs, the largest strictly re- 
tail shoe business in America, he stated. 

The Thom McAn chain number 431 
stores located in 210 cities as far West 
as Denver. The company will acquire 


SHOP TALK 
By 
H. F. B. 


When business is dull 
What can be done 
To pep it up? 


If we knew the exact answer, 
Of course, we would make 
A couple of millions ourselves. 


But it does occur to us 
As we wander about here 
And there, poking our 
Noses into shoe stores, 
That use of dull times 
Might well be made 

To clean up, paint up, 
Brighten up the stores, 
So that customers, and 
Perhaps the salespeople, 
Might cheer up. 


In other words, now 

Is a mighty good time 

To modernize the store. 

We don’t mean that 

Frosted glass and shiny metal 
Need be wildly bought, 

But we do suggest 

A reasonable modernization 
That will make stores 

More attractive. 


Incidentally it would 

Put a few people to work 
And start a few dollars 
Circulating about. 





with fabric 
leather a tere produced in factories reporting 
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new stores, “according as desirable 
locations at suitable rentals become 
available,” Mr. Melville told the 200 
managers assembled at Briarcliff 
Lodge. 

He congratulated the store men on 
the outstanding “sell” which, he de- 
clared, characterized the organization 
throughout 1931. 

Mr. Melville told the managers that 
in his opinion the country was now 
prepared to exploit a gradual reju- 
venation of business, and he based his 
judgment upon the fact that all indus- 
try and business is now thoroughly 
aroused to the necessity of “doing.” 

The meeting was largely attended 
and much enthusiasm was shown by all 
of the store managers who were pres- 
ent. 


Schiff Earns $2.78 a Share 


CoLuMBUS— The Schiff Company, 
which has headquarters in Columbus 
and which operates a chain of 180 re- 
tail shoe stores throughout the East, 
South, Middle West and Northwest, in 
a financial statement covering the cal- 
endar year 1931, shows net earnings of 
$345,800 after paying preferred divi- 
dends, charges and taxes. This amount 
is equal to $2.78 per share on the 99,000 
shares of common stock outstanding. 

The company’s balance sheet shows 
current assets as of Dec. 31 at $2,157,- 
790 against current liabilities of $199,- 
041, a ratio of more than 10 to 1. 


Freeman at Capacity 


MILWAUKEE—O perations of the 
Freemen Shoe Corporation at Beloit, 
Wis., have been advanced from a 90 to 
a 100 per cent basis, according to H. C. 
Freeman, vice-president. 

In 1931 Freeman’s made more shoes 
than in any other year of its history, 
despite a 10-week curtailment. Thus 
far this year sales are 10 per cent 
ahead of 1931, when the output was 
1,236,050 pairs, valued at around 
$7,000,000. The new schedule gives 50 
hours of work a week to 850 employees. 
It calls for 5,820 pairs of shoes a day. 





town 
hoes 


Jor the Man about Jown 


SAA aga Ni ei tnd a a. 


This Uptown shoe of genuine 
white buck with black leather 
soles and heels is another one 
of more than sixty outstanding 
styles in the Uptown line...and 
if you want to see a pleasant 
expression, slip it on the foot of 


a man, name the price, and 





watch his face. 








"STAR BRAND SHOES 
are better 








ROBERTS. JOHNSONGRAND 
Str.Louis.Mo. 
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» ABOUT PEOPLE 


————————————————EEE 


Plan Shoe Department Chain 


Sr. Louis—John 
and Leo Wilkerson, 
brothers, who have 
been with the Wohl 
Shoe Company, St. 
Louis, forten 
years, have bought 
a half interest in 
the National Spe- 
cialty Shoe Com- 
pany, a St. Louis 
wholesale house. 
John Wilkerson 
has become presi- 
dent, and Leo Wil- 
kerson is secretary. 

They are making plans for the crea- 
tion of a chain of leased shoe depart- 
ments and have set themselves up so 
that they can handle and sell any 
priced merchandise 
that is needed for 
profitable opera- 
tion in any type of 
store. In other 
words, the grades 
handled in chain 
leased departments 
will meet the needs 
of the particular 
location. 

John Wilkerson 
was general mana- 
ger of the retail 
division of the 
Wohl Shoe Co.,, 
which included 155 shoe departments. 
Leo Wilkerson bought all of the shoes 
and acted as head merchandise man. 
Both men have an enviable record 
of successful operation. Their many 
friends in the trade wish them well in 
their new venture. 

The National Specialty Shoe Com- 
pany will be changed to the Wilkerson 
Shoe Company. The wholesale busi- 
ness will be eontinued but will be de- 
veloped on a larger scale. 


John Wilkerson 


Leo H. Wilkerson 


H. C. Simons with Godman 


CoLumMBUS—Harry C. Simons, well 
known in the shoe trade, has joined the 
staff of the H. C. Godman Shoe Com- 
pany, manufacturers, of this city, as 
advertising director, assuming his 
duties February 22. 


Cantrell Succeeds Rubenstein 


BIRMINGHAM—J. C. Cantrell is now 
Managing the Birmingham  Burt’s 
store, succeeding Lawrence Ruben- 
stein. Cantrell comes to Birmingham 
from Chattanooga, Tenn. 

Rubenstein, due to ill health, was 
forced to resign as manager of the 
Birmingham store and asked to be 
transferred to Memphis, his home town. 


Sena eR EES 
> PROFITIZE YOUR BUSINESS IN ‘32! 4 
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Mr. Johnson’s Views 


Enpicott, N. Y.—Federal legislation 
for a 40-hour week Labor Law and uni- 
form laws governing employment of 
women and children, removing discrim- 
ination against both worker and em- 
ployer, is advocated by George F. John- 
son, chairman of the board of the Endi- 
cott Johnson Corporation, in a full- 
page letter in the March 7 issue of The 
Binghamton Sun. This statement was 
deemed of such timely interest and im- 
portance that it was released in ad- 
vance to Sunday newspapers in various 
parts of the country and was given 
considerable prominence by them. 

Mr. Johnson advocates: 

Uniformity of labor laws, without 
favor or license to exploit poverty. 

Ending preparation for future wars. 

Reduction of government expenses. 

Taxing idle wealth “wherever found 
and whatever happens.” 

Volstead Act modification. 

Agreement and accord. 


Spector Buys Knobloch Stock 


BurFaLo—Louis Spector of Niagara 
Falls has purchased the retail shoe 
business of Philip H. Knobloch at 389- 
393 High Street for $2715. Jacob E. 
Mueller, president of J. E. Mueller & 
Sons Co., which operates a jobbing 
house, negotiated the sale of the busi- 
ness to Mr. Spector. The Knobloch 
store has been in business at the High 
Street location for many years. 


Invents Non-Slip Pump Idea 


VALLEJO, CAL.—Inventiveness is not 
all in New England, by any means. 
The proprietor of the Peoples Shoe 
Store, in Vallejo—H. L. Handler—has 
applied for a patent on a new idea for 
a pump—a non-slip suction pad to be 
so built into the back of the pump that 
milady. will never more experience 
pump-slipping. 


E. M. Taylor Elected 


LYNCHBURG, Va.—Ernest M. Tay- 
lor, of the G. A. Coleman Shoe Co., has 
been elected president of the Retail 
Merchants’ Association. 


Sample Cases Stolen 


New YORK—Two sample cases, con- 
taining 52 single shoes, were stolen 
from the automobile of Albert Weit- 
sen, salesman for Charles W. Stroh- 
beck, Inc., on March 11, while the car 
was parked in 36th Street, between 
Park and Madison avenues. 


Al. Simon Opens Own Store 

New LONDON, CONN.—AI Simon, for 
several years manager of the Self Ser- 
vice Shoe Store, 20 Bank Street, has 
opened the Vanity Shoe Shoppe at 111 
Bank Street, as owner and manager. 





MANNEQUINS 
certainly 
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So do 


ELKO 


a 
DEERSKIN 


* 
It’s Suppleness 
* 


These leathers never become 
stiff or uncomfortable. A 
cardinal selling point for 
shoes of Elko or Deerskin is 
their permanent pliancy—so 
desirable to purchasers of 
sports or juvenile footwear. 


NORTHWESTERN 
LEATHER 
COMPANY 
Trust 


« 





A bubbie 
HASN’T 


” 


IT 


must have it 
* 
It°s long life 
* 


What leather! — it 
wears and wears and 
wears—and its dura- 
bility is no greater 
than its comfort. It 
is soft and pliant, 
easily cleaned for 
permanently fine ap- 
pearance. 


NORTHWESTERN 
LEATHER 
COMPANY 
TRUST 
seston 
* 





What the Shoe Store Is Thinking About 


[CONTINUED FROM PAGE 38] 


some day again be removed, but this 
bottom fence was a solid wall repre- 
senting the principle that good shoes 
can only be bought and sold with a bal- 
ance of good ingredients and good ser- 
vices. Others might find a world of 
value in shoes below that price but 
there had to be some boundary, and 
that was the one for this year. He 
found a lot of satisfaction in thinking 
that he had made a decision that posi- 
tively placed the Composite Shoe Store 
on a definite low ground. Let the $1.95 
and $2.95 fellows nibble or chisel—he 
for one stood firm at $4.00 for adult 
footwear for the year. 

In making this decision, he found it 
stiffened the backbone of everyone in 
the store. Clerks now knew what to 
say and why—for John told them 
things to tell the customers of what 
constitutes a well-balanced shoe and its 
service. His new sense of proportion 
enabled him to space his prices for 
men’s, women’s and children’s shoes— 
to stand for a season, come what may. 
Good shoes sold one way—right. 

Happy in the possession of a key to 
his own problem, he saw his business 
in the fortunate light of a family shoe 
store—broad in its service and fairly 
complete in its ability to supply shoes 
to the entire family. He praised him- 
self (without deserving it) for having 
kept it a family shoe store through the 
years when everyone was saying— 
“Specialize, limit your stock, increase 
turnover.” He had half echoed the say- 
ing “the passing of the family shoe 
store.” He now saw that the business 
was long enough to cover customers of 
all ages and needs. It wouldn’t lack 
for customers for they grew up with 
him—just like Miss Maud who had that 
very day bought her wedding slippers— 
not so long a slice of time since he had 
fitted her first steps—and John was no 
old-timer at that. 

He gave some thought to the store’s 
“length of service,” from infants’ soft 
soles to old ladies’ comforts, and found 
that under present conditions the fam- 
ily shoe store was more fortunate than 
one with a shorter line. It was a “good 
twelve inches of string,” as he put it, as 
against an inch of string. He had, at 
one time, considered the glass, metal 
and glisten shop—all style and one 
price. It was only an accident that kept 
him from changing his store, for he 
couldn’t see how to liquidate customer- 
friendships. He reasoned out that in a 
field of customers, all feminine, from 
14 to 24, with style all the while, he 
would be passing up a lot of friend- 
ships that had taken twenty years to 
develop. Furthermore, a hot-style shoe 
store would be bound to lose customers 
as they advanced in age, since they 
would go elsewhere for more sensible 
shoes. As to price, the one figure—once 
a sweetheart-across-the-boards, was 


00 


now a will-o’-the-wisp. The fixed price 
store must hit the popular young gir] 
shoe price level, or no business. 

So we find John Mahn preparing 
chart of his store and its price levels, 
which he never could have done if he 
had not rediscovered a sense of propor. 
tion. We'find him also taking a stand, 
after two years of drifting with the 
tide. We find him a better merchant 
for having looked at his business as 
living part of the community, provd of 
its shoes, proud of its service and ready 
to do today’s business today’s way, 
Certain standards have been se‘ up; 
certain definite boundaries in each price 
group. The first security that carie to 
John Mahn in three years came ‘hen 
he could see his store in proportion to 
other things in life. His first point of 
decision comes in the chart he maze of 
the positive price levels for the season 
—not subject to change. 

John is ready for the next bit of 
solid thinking. He has still to gct his 
shoes on to the feet of more custo ners, 
but at any rate he is better prepared 
for them, if and when they come, than 
he would be without this sense of pro- 
portion. He can see himself, his store 
and his community more clearly de- 
fined in its relationship to money. He 
stands on both feet waiting. Meet him 
next week face-to-face with competition 
which says: “Every customer can be 
tempted. If the truth won’t—whaot’s a 
sweet little lie anyway between 
friends?” He solves the compctitor 
problem—maybe you can use the same 
method, too. | 

[TO BE CONTINUED] 


Siff Store Discontinuing 


East LIVERPOOL, OH10—Siff’s, oper- 
ating a chain of retail shoe stores in 
this section, have announced the local 
store, located at 514 Market Street, 
will be discontinued soon. 


Ed. Weisman in Cincinnati 


CINCINNATI.—The Dan Cohen Shoe 
Co. has announced the appointment of 
Ed. Weisman as manager of the store 
at 140 West Fifth Street. Weisman 
was formerly manager of the Cohen 
store at Birmingham, Ala. He has 
been with the store for a number of 
years. 


Kessler Transferred to Dallas 


Da.LLAsS—Eddie Kessler has been ap- 
pointed manager of the Chandler Boot 
Shop, 1508 Elm Street, it has been an- 
from Atlanta and has been with the 
nounced here. He is being transfvrred 
company eight years. 


_—_————— 
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DEPT. 5 is set for 
a Speedy Delivery! 


@ If you’re not already well stocked for the Easter 
rush... or if you need stock at the last minute... 
call on Stetson’s famous In-Stock Dept. 5 for a speedy 
delivery of fast-selling Women’s daytime shoes. 

Speedy! Here’s how speedy—Dept. 5 ships your 
order the day it’s received. No delay. Not a second 
lost at the Stetson end. Not a cent lost at your end 
through sales lost by slow factory service. Dept. 5 is 
geared to fill and ship your order seareetei accu- 
rately, dependably. 

And what a complete, comprehensive line-up of 
smart Women’s shoes for you to choose from—52 au- 
thentic daytime models in all. All 52 in stock in 


Dept. 5! Beautiful Stetson weightless welts that are 
revolutionizing the shoe industry . . . light, airy, 
captivating Stetson styles that step to quicker, greater 
profits for you. Any size... any width. . . exactly what 
you want when you want it. 

Send immediately for Stetson Dept. 5’s new cata- 
logue showing the new styles for spring. Select the 


numbers you know will appeal to your trade. Order 


them .. . and let Dept. 5 show you what it’s been 
showing other fine shoe merchants for twenty-five 
years—the first and last word in speedy, dependable 
service. The Stetson Shoe Company, Inc., South 
Weymouth, Mass. 


NEW LOW PRICE RETAIL RANGE ... $10 to $12.50 


STETSON SHOES 


for men and women CA 


Boor anD SHoB RECORD: 
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WHERE TO. BUY 


Shoe Forms 


FOR SHOES AND HOSIERY 


made from white, , 
transparent or:colored 


FAIR YLITE 


Shoe Form Co. Inc., Auburn,N.Y. 
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WHERE TO BUY. 


Men’s Shoes .... 


ke ee rer re 





and MILLER COOK SHOES 























AST WEYMOUTH,MASS. U.S. 








“A MAN’S DECISION” 


THE 


~ 


N. Y.—915-917 Marbridge Bldg. 





@ 


Boston—183 Essex Street Shoe 


Men’s 
Fine 


Shoes 
Old 
Colo 


Mass. 











Urban Opens Milwaukee Office 


BostoN—Bertram Urban, secretary 
of the Kistler Leather Co. of this city, 
has established headquarters in “Mil- 
waukee to serve the western trade. 
Offices have béen opened in room’522, 
Metropolitan Building,~ at, 1012 North 

Third Street, with Mr. Urban, in 
charge:. . 


A. J. Reddin Buys Store 


Detroit—A, J. Reddin has ouvchaliid 
the shoe. store at 1834 Concord Avenue, 


opérate it under his own name. This 
store was taken ‘over from Leach’s.Boot 
Shops, Inc., who retain. their ‘west ‘side 
interests in .this ¢ity. Reddin .was 
Store manager for Leach in this loca- 


was in an independent shoe merchant 
with a store on Mack Avenue. 


New Shoe Concern 


INDIANAPOLIS—Articles of: incorpora- 
tion have been filed with the secretary 
‘of state in-Indianapolis by the’ Service 
Shoe Corporation of Gary, Ind.. The 
corporation is formed to manufacture 
and sell shoes. It has an initial capital 
stock of 150 ‘shares having a declared 


| par value of $100 each, and the first 
4 board. of | directors * 
; ~~ Cohn, Harry Dutch and Harry 


P. Sharavsky. 


Schnitzer Opens. New. Stere 


PATERSON, N. J.—Edward L. Schnit- 
zer, who has been in the shoe business 
for ten years at 101 Broadway until 
three months ago, opened his new store 
at 102 Main Street with a good line of 
high grade shoes. They have in this 
building two floors, used for display 
and storage. 


Blum Opens Own Store 


Macon, GA.—Blum’s Royal . Shoe 
Store has just been opened here at 355 
Third Street. Leo J. Blum, for years 
manager of the old Royal Shoe Store, 
which operated in Macon for 20 years, 
is proprietor of the new store, and 
has combined his name with that of the 
Royal. 


Lester Marks Joins Company 


CINCINNATI — Lester Marks, the 
of the L. V. Marks Sons Co., manu- 
facturers, 229 E. Sixth Street, has 
joined the company in the executive 


office, 


Samples Stolen © 
HARRISBURG, PA.—Jacob Rosner, 
Company of Philadelphia, reported to 


the police that women’s shoes valued at 
$320 were stolen from his automobile 





while it was parked here. 
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con the east side of the city, and will } 


_tion for five years, and prior to that_|. 


is -composed of 


younger of the four Marks brothers - 


traveling salesman for the Ideal Shoe. 


SMART SPRING DISPLAY 


An attractive unit display a 
=‘from a window of Saks-& Company; Fif:h 
“FAvenue, New York. The shoes shown 
are of Marcelle, a fabric material, and 
: are featured with the correct accessories. 


—_ 


J]. W. Williams in New Orleans 


NEw ORLEANS—John W. Williams is 
the new manager of the Parisian’s shoe 
department, this ‘eity.: f 


Reyner, Manager at Ladin’s” 
NEw ORLEANS—W. S. Reyner is now 


manager of the shoe department in 
Ladin’s Women’s Shop, this city. 


» TRADE DOINGS 4 


N. Y. Capital Retailers Meet 


ALBANY, N. Y.—About 20 shoe mer- 
chants from this city, Schenectady, 
Cohoes and Troy, attended the meeting 
of the Capital District Shoe Retailers 
Association at the DeWitt Clinton 
Hotel here on March 4. Among the 
business matters disposed of was the 
adoption. of a resolution to invite the 
1933 convention of the New York State 
Shoe Retailers Association to Albany. 
The invitation will be extended at the 
1932 convention to be held in Elmira 
in September, this year. 

The Capital District association was 
formed as «an outgrowth: of the con- 
vention held here in September, 1922, 
and has functioned ever since. 

The next meeting, to be held this 
month, will take place in Hudson, with 
groups from Poughkeepsie on the south, 
to Glens Falls on the north, attending. 
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SHOES FOR WOMEN 


as 
65 STYLES AT #3.25 


TO RETAIL 
REGARDING THE 


NATION-WIDE 


“TWENTY OUTSTANDING STYLES AT $3.60 
NATURAL BRIDGE To reTAIL AT SIX DOLLARS 
CONTEST 


TEN JUNIOR GIRLS’ STYLES AT $2.60 
FEATURING FOUR 
FAMOUS MOVIE 


‘To reTAIL AT FOUR DOLLARS 
STARS 
* 


* 
IN STOCK 
Dorothy MacKail AAAA to EEE, 212 to 11 
Genevieve Tobin 
June Clyde 


* 
NATIONALLY ADVERTISED IN 
Lupe Velez LADIES HOME JOURNAL - PHOTOPLAY 

May 4th to AND IN NEWSPAPERS EVERYWHERE 

May 25th 


* 
* NATURAL BRIDGE 
EXCLUSIVE AGENCY FRAN. 


ceeneet scence ran SHOEMAKERS 
IN MA MERA 
Division of Craddock-Terry Co. 
CITIES—WRITE NOW. 
LYNCHBURG, VIRGINIA 
Pacific Coast Branches 


CRADDOCK-TERRY COMPANY @ New England Distributors @ 
San Francisco, Cal. 








‘WRITE FOR INFORMATION 




















New York Office—Marbridge Building 
Chicago Office— Republic Building 
Portland, Ore. MeIntosh Co., Springfield, Mass. Philadelphia Office—401 Central Trust Building 
Boor anp SHor RECORDER 
Combining Taz SHos Reraiuer, March 19, 1932 
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WHERE TO BUY 


Dancing Shoes and Taps 








DANCING OXFORD 








g Footwear that 
trusts and demands. 


money for you. 
— Send 








Leather, Boys’, Men’s, to 
retail profitably in the 





Capitalize Capezio. Feature the 
— public 


sive franchise plan will make 





Main Office and Factory 


Seger: a Patent pe Los Angeles Stock Dept. 
Boys’, Men’s to retail 1951 Hillhurst Ave. 
profitably in the $5.00 Chicago Stock Dept. 

6. 159 No. State St. 


exclu- 


Write for 
for cata- 








BROOKS SHOE MFG. 08. 
Gwancen & Ritner Sts. 
Philedeiphie 





















Women’s Shoes 
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WHERE TO BUY 
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FOR WOMEN 
Buffalo, N. Y. 






FOR MEN 
J. P. SMITH SHOE Co. 
Chicago, Ill. 





CUSHION SHOES 





THE JOHN EBBERTS SHOE CO., Inc 


Both lines carried in stock. 


of the Kid Tanners of America. 


dominance in the field of footwear design. 


is shod in the chic American way. 


Innersole Association 





REGISTERED 






$2.50 
VAUGHAN-TOWLE CoO. 





“KUSH -IN -EZE”’6 


Sendemead | house shoes with 
all that any woman desires in a 
shoe of this type. All sizes and 


a. Send for Catalog 


WAKEFIELD, MASS. 
(DIVISION OF L. B. EVANS’ SON CO.) © 


BostoNn—Application has been made 
to the Commissioner of Corporations of 
Massachusetts for a charter for the 
Leather Insole and Split Associates, 
Inc., which is now in process of forma- 
tion among the leading innersole manu- 


widths in facturers and distributors throughout 
stock, the east. 
numbhers.— The aims and objects of the new as- 


sociation, according to the application, 
are as follows: 

“To educate its members and the 
general public in the advantages to be 
obtained from the use of leather as the 
true foundation of the shoe, and to se- 
cure the benefits arising from a closer 
acquaintance and the study of mutual 
problems as well as the protection and 
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PICKED AS WINNERS 



























The winning designs in the National Shoe Design Contest just concluded under the auspices 


The contest attracted the work of more than 600 designers and the skill of many not here- 
tofore engaged in shoe designing is made available to the industry for the first time. 
initial effort is further evidence of the wealth of talent available to help America maintain her 


Judged by leaders in the shoe industry and by prominent style experts, the prize winning 
designs reproduced herewith and many of those which failed to “get in the money” provide 
fruitful material for manufacturers whose chief concern is to see tha tthe American woman 


Names of the prize winners were published in our issue of last week. 
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Their 




















benefits that may be gained by close 
business relationships.” 

Officers of the Leather Insole and 
Split Associates, Inc., are as follows: 

President, Oscar Horton of George 
H. Webster Sole Co., Athol, Mass.; 
vice-president, F. W. Dow of Frederick 
W. Dow Leather Co., Boston; treasurer, 
M. W. Prouty of A. L. Berry Leather 
Co., Boston; secretary, R. C. Stanley of 
Lucius Beebe Sons Co. Directors, James 
Gormley of Day-Gormley Leather o., 
Boston; R. C. Merrill of A. C. Lawrence 
Leather Co., Boston; Philip Light of 
American Hide & Leather Co., Boston, 
and the officers. 
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SHOE LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 


ity lace as one of the smaller yet important 





items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 


shank, etc., he instantly sees the lace. A good 











looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which ‘make them unusual values. 


» and 
WSs: 

eorge 
[ass.; 
lerick 
surer, 


x SHOE LACE COMPANY, LTD. 


r CO,, (Successor to Joslin Manufacturing Co., Established 1865) 
rence 


ht of PROVIDENCE, R. I. 


7 | SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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WHERE TO BUY. 


Ballet Slippers 


ei edi oh ll ll el ae 











In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 














HARD TOE sahara +a 


Pink. wits “$260 
Bleck Kid” PAIR 
Sizes: 5 Childs te 8 
Widths B to * es 
Send for 
Agency Propos' 
ee & SALLY THEATRICAL FOOTWEAR, Inc. 








244 West 42nd St., New York, N. Y. 








BLACK KID BALLET 


SLIPPERS 
ed ont Hard Toe 
ge EOE Saas: $1.35 
Misses’ 11 rf H SaCeewecedsceses 1.80 
| ee re eee 1.25 


Hard zoe $1.00 per pair Higher : 
OTH SHOE Co 
50 N. Ri St., Piilsdctphia 











The New SUPER-TOE 
Italian Toe Dancing Slipper 


A Sensational Success! 


Teachers, students and pro- 
fessionals acclaim this the 
last word in toe shoe perfec- 
tion. New type of strong yet 
flexible supporting arch; 
beveled cut-proof toe box; 
glove-like fit and easy comfort 
are a few of the reasons why 
it’s a big money maker for 
progressive dealers. Write at 
once for further details and 
prices. 


Chicago Theatrical 
Shoe Co. 


159 N. State St., Chicago, Ill. 


Coast orders filled from: 
6715 Hollywood Bivd., Hollywood, Cal. 
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WHERE TO BUY 


Children’s Footwear 


= 1 ial 








Ma iathon S/ce Co. 


‘grays and fancy ‘shades. 
‘years only browns were available, it 





To Continue Ground Gripper 


bankrupt Ground Gripper Shoe Com- 
pany will continue to operate the busi- 


decided ‘at'a meeting here.. There was 
no opposition to the motion. Trustees 
-are Homer L. Kreider, Harrisburg’ at- 
torney; Thomas B. Wright, New York, 
chairman of the board of Ground Grip- 
per, and William W. McCulloch, pres- 
ident of the Scranton Union National 
Bank. 

Creditors voted to discontinue a num- 
ber of long term leases on office and 
factory buildings throughout the coun- 
try, while others will be continued to 
market large numbers of shoes already 
manufactured for the concern and its 
several subsidiary companies. One of 
these, known as the Ground Gripper 
Stores, Inc., has stock now valued at 
$270,000 while its debts are $700,000, 
E. D. Kimball, secretary-treasurer of 
Ground Gripper, said. He admitted the 
stores company is practically insolvent, 
but trustees will continue operation to 
market shoes now manufactured. 

The creditors wiil meet again Tues- 
day afternoon, March 22, at 2 o’clock 
at the office of John T. Olmsted, referee 
in bankruptcy. The referee appointed 
Donald M. Johnson and George Ross 
Hull attorneys for the trustees. 





Saxon-Cullum Store Remodeled 


CoLumsiA, S. C.—A complete new 
front with two additional show windows 
adorns the remodeled Saxon-Cullum 
Shoe Store, at 1513 Main St. 

Changes have also been made in the 

interior of the store. The men’s and 
boys’ departments which were formerly 
in the rear of the store, have been 
shifted to the front of the building 
with an entirely new entrance on Main 
St. The children’s department has been 
moved from the basement and now oc- 
cupies the space in the rear formerly 
occupied by the men’s and boy’s de- 
partment. 
E. G. Dunavant, formerly with Mim- 
naugh Shoe Store, is now in charge of 
the men and boy’s department, accord- 
ing to L, C. Cullum, manager. 





Tan Suede Leathers 


MILWAUKEE—J. Laskin & Sons, Inc., 
Milwaukee tanners, of which Myron 
Laskin is president, are now producing 
suede leathers in a range of 10 to 15 
colors, being one of the first Middle 
West firms to go into this line. These 
leathers were formerly only manufac- 
tured i in the East. 

“Phé color range includes pastels, : 
In former 


is said. Today only a few tanners are 
able to put out the fancy and pastel 
colorings. 

The firm now occupies the Fratney 
St. property exclusively, having moved 
part of its plant from Booth St. It 
is adding a 15,000 sq. ft. addition to 








supply more manufacturing space. 






~ HARRISBURG, Pa.—Trustees of the. 


ness. for a ninety-day period .creditors | 





FOR DISPLAY 





One of the handicaps of the average 
shoe store is the lack of facilities for 
properly displaying the goods the es- 
tablishment has to sell. People come 
in to buy shoes, yet all they see in many 
cases are just the containers in which 
the shoes are kept. This is not conduc. 
ive to selling. 

As Clyde W. Drake of the Wilson 
Shoe Co., Orlando, Fla., puts it: 

“Above all, do not fail to have shoes 
where the public may handle them. Put 
the shoes on small tables, on racks, on 
the cases, not too many, but enough to 
attract attention. Let the people handle 
the shoes. They enjoy it. It gives 
them an inspiration to buy. The pub- 
lic is getting so that they want to feel, 
handle and examine before they part 
with their money.” 

Department stores and the 5c. to 25c. 
stores have long been aware of the ad- 
visibility of having the goods out where 
they may be touched and compared. 
With this in mind, a concern has de- 
vised a series of shoe display racks for 
shoe stores. Included in the line are 
single and double racks for both coun- 
ter and floor use. 

The counter model shown is 3 feet 
long ‘and will hold 12 pairs of men’s 
shoes or 15 pairs of women’s. All racks, 
floor and counter, have adjustable shoe 
rests. These are the bars on which 
the shoes are placed. These bars can 
be easily raised or lowered to meet the 
size requirements of the shoes. 





New Department at Pintchuck’s 


ATLANTA—A_ new and popular priced 
shoe department. has ‘been opened by 
Pintchuck’s, .at 64 Whitehall Stteet, 
SW. Norris A. Silver, for the past 
six years prominently identified with 
the shoe business in Atlanta,‘is man- 
ager of the new department, and Will- 
iam Cohen, assistant manager, Open- 
ing of the new department was under 


‘the supervision of David L. Owsley. 
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STRAW 
BEIGE 


Paris dressmakers ‘have 
said pale beige. New 
York and other Ameri- 
can fashion centers have 
taken to it. Many wom- . 
en, thinking in terms of 


pale beige costume color, 
will want the right shoe. 

In footwear VODE 

STRAW BEIGE— 

COLOR 57—is correct. 

It is pale enough to be 


ALLIED KID 
ICOMPAN Y 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 


fashionably right and 
neutral enough to be 
practicable. 
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WHERE TO BUY 


Children’s Footwear 


i eli ell 











Children’s Fine Goodyear Welt Shoes 


THE GILBERT oe co. 
THIENSVILLE, 











WITH 
YOUTH 
AND 





IN STOCK 
(Styles) 
23 — Patent Tauja 


73: 

Buckle Strap. 10/8 
Covered Heel. 
cC— 






8% to an Price. $2.85 
(Stock Terms: 5%— 
30 days) 








BURDETT SHOE CO. 
yn, 








MRS. —- IDEAL BABY 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles — Infancy to 
four years! 


Danvers, Mass. 

















FLEXIBILITY 
SMOOTHER INSOLES 
QUALITY AT LOW PRICES 
By 
SHAFT-PIERCE SHOE COMPANY 


FARIBAULT, MINNESOTA 
| ee ena 





CHILD | 
LIFE 


High Grade 


Goodyear Welt 
Shoes in Stock 


WISWELL-TREANOR 


7) SHOE CO. 





CEDAR GROVE 
WISCONSIN 





A EERIE 
OBITUARY 
Se a] 

Choy Hoy Ahn 


HoNOLULU—Choy Hoy Ahn, 49, died 
at his home at 1933 Fort St., late last 
month. 


He was born in Honolulu and was 


proprietor of the New York and Holly- 


wood Shoe Store, one of the largest shoe 


stores here. 

He was formerly connected with the 
Young Hotel, and was owner of the 
Pacific Saloon in pre-prohibition days. 

He is survived by his widow, at pres- 
ent in China, and by nine children, 
Frank, Henry and Rosa, all with the 
shoe store; Claire and Mary, Sacred 
Hearts’ Academy; William, Patrick and 
Wilfred, St. Louis College; Joseph, at 
Lingnan University, China. 

His eldest son, Frank Choy Ahn, has 
been supervising the business for sev- 
eral months. 





John Henry Bricking 


CINCINNATI—John Henry Bricking, 
54, 6721 Hamilton Avenue, North Col- 
lege Hill, president of the Miller Shoe 
Co., Colerain Avenue, died at the Good 
Samaritan Hospital following an oper- 
ation. He is survived by his widow, 
Mrs. Mary Bricking, two sons, Charles 
and Elmer Bricking, and one grand- 
daughter. Also by three brothers, Al- 
bert and Charles Bricking, Bellevue, 
Ky., and Harry Bricking, Madisonville, 
Ohio. Mr. Bricking was formerly of 
Bellevue, Ky. 

Funeral services were held at the 
family residence, with requiem high 
mass at SS. Margaret and Mary 
Church, College Hill. Burial was in 
St. Mary Cemetery, Dixie Highway, 
Covington, Ky. 


John R. Gregg 


PITTsBURGH—John R. Gregg, a pion- 
eer shoe merchant in Pittsburgh, died 
in his home there on March 10, aged 
84 years. He had been ill for the past 
four years. After leaving school he 
entered the wholesale boot and shoe 
trade, with his father, the firm being 
known as D. Gregg & Son. When his 
father retired, the business became the 
Gregg & Elliott Co. Mr. Gregg retired 
in 1896. He was an elder of the Third 
Presbyterian Church, and was a trus- 
tee of the Western Theological Semi- 
nary, a member of the Duquesne Club 
and a member of the Building Commit- 
tee of the new Homeopathic Hospital. 
His widow and three daughters survive. 





]. Lewis Boyer 


POTTSTOWN, Pa.—J. Lewis Boyer, for 
41 years engaged in the retail shoe 
trade, at this place, died on March 7, 
aged 80 years. In business in Potts- 
town for 41 years, Mr. Boyer was the 
dean of local shoe merchants. He was 
not only a merchant, but an expert cus- 
tom shoemaker. 
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ON THE SELLING END 











Clarke with Florsheim 


Harvey G. Clarke, who for twelve 
years traveled for Boyd-Welsh Shoe 
Co., and recently for Tweedie Footwear 
Corp., is now covering S. W. Kansas, 
Mo., Ark., Okla., Tex., and La., with 
Florsheim Shoe Company’s women’s 
shoes. 

















New Salesmen with Fashion Shoe Co. 


Jack Olstein is now representing the 
Fashion Shoe Co., Inc., of St. Louis, in 
Southern California, and B. F. Allen 
is traveling for the same firm in North- 
ern Texas. Both are experienced shoe 
men and the company reports that they 
are meeting with marked success. 


Salomon with Wolff-Tober 


Arthur L. Salomon, who needs no in- 
troduction to the retail shoe buyers and 
retailers of this country, has become as- 
sociated with the Wolff-Tober Shoe 
Manufacturing Co. of St. Louis and 
will represent them in all of the large 
cities from Chicago east to Boston, in- 
cluding the cities of Washington and 
Baltimore. Mr. Salomon expects to 
start on his trip at once to visit all of 
the principal cities. 


Joins C. H. Alden Sales Staff 


Al Roberts of Rochester, N. Y., has 
recently joined the C. H. Alden sales 
staff and will cover part of New York 
State from. Albany west, as well as the 
States of Ohio, Illinois, Missouri, [n- 
diana and Wisconsin. 

Since he has always been associated 
with manufacturers of fine shoes for 
men, he has a broad acquaintance 
among the best stores in the above 
named localities. 

























































Stoner Joins Johansen Sales Staff 


James L. Stoner will be the Johansen 
sales representative in Michigan, Ohio 
and Indiana, according to an announce- 
ment from the executive office of the 
Johansen Bros. Shoe Co., of St. Louis, 
Mo. 

“Jim” Stoner, as he is known by the 
shoe trade, has been in the shoe busi- 
ness for twenty-one years. His first 
footwear affiliation was with Smith- 
Kasson, of Cincinnati, Ohio, with which 
organization he was connected for six 
years. 

Five months ago he returned.from a 
three months’ tour of European shoe 
centers, visiting footwear factories 
throughout Switzerland, Czechosio- 
vakia, Austria and France. For six 
years prior to this trip he was president 
of James Stoner Footwear, located at 
42nd St. and Fifth Ave., New York 
City, which site he was forced to vac:te 
due to the erection of a skyscraper on 
that corner. 











>. PROFITIZE YOUR BUSINESS IN °32! 4 a 





Boot AND SHOP_RECORDER 
combining Taz SHoz Reraiuer, March 19, 1:32 

















BRAZIL 











NIGERIA 





YOU 


Were a 


buyer of skins 


In the rancid, acid atmosphere of the work- 
ing rooms of one of the world’s large tan- 
neries there is little hint of the romance 
that can be found in the business of making 
fine Glazed Kid. 


But step into the buying organization of the very same 
company, and you are immediately whisked into con- 
tact with the Four Corners of the earth—into the back 
country of Brazil, to Shanghai across the broad Pacific, 
to the Harz mountains or the Pyrenees of Spain, into 
blazing India and tropic Africa, into every corner of 
the world from which the Buyers of goat skins yearly 


eB 











A 
LEATHER 


Black and colored glazed kid for outside stock 
and linings (also g Kangaroo) con be 
obtained from Surpass in any grade 
ond of standard unvarying quality 
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collect their innumerable bales, and yearly import 
50,000,000 skins into this United States! 


Our Buyers are organized to bring to us only the finest 
skins of the important markets—each skin carefully 
hand inspected. Our manufacturing departments, 
backed by half a century of experience and by a creed 
of faithful, painstaking workmanship, are organized 
to tan and glaze these skins so that the finished prod- 
uct will make possible shoes of visible quality—shoes 
whose beauty and luster will definitely help the retailer 
Sell. Our finished skins are graded always 

the same and never resorted, so the Shoe Man- ® 
ufacturer has definite, dependable gradings as 

well as workability and beauty. 


PADS 


COMPANY 


9th & Westmoreland Sts., Phila. 
New York Boston Chicago 
Cincinnatti St.Louis London(England) 


~ 























































WHERE TO BUY 


Men’s and Women’s 
Slippers 


1 el a ee i el li) 


QUALITY TURN 
,  D’ORSAYS 


On the Fleer, all colors, A 

. and C widths. Price, $1.35. 

Rs, FREEMAN-THOMPSON 
® SHOE COMPANY 

_») St. Paul, Minneseta 






























[ ‘W. Ss. CHASE & SONS, INO., 
HAVERHILL, MASS. 
Men’s Full Leather Lined 

Handturned Slippers 

Priced from $1.85 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket Siro 
Zipper Pocket $1.70 
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WHERE TO BUY 


Children’s Footwear 


6 6 6 EF Pi PP 


FOR BOYS | KAMPT RAM | FOR GIRLS 


Tan and Smoke Elk 
Moccasins 






5/8—Infants’ 
8%/12—Child’s 
$2.35 







aiead “T—pnead 
2% /8—Women’s 
$3.10 
Send for catalog 
ADAMS BROS., Pittsfield, N. H. 
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WHERE TO BUY 
Riding Boots 





RIDING BOOTS 
IN-STOCK y 


For Men, Women and 
Children—also 
Jodhpurs and Field 







Boots. 
Write for catalog. 
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HOE € teat : 
| y 









Holds “Compo” Not Registrable 


[CONTINUED FROM PAGE 24] 


for making the ‘Compo’ shoe. It, how- 
ever, adopted as a trade-mark for its 
machines, cement and shoes, the word 
‘Ago.’ For some reason, not necessary 
to discuss here, its venture was not very 
successful. 

“In 1928, the Bresnahan Shoe Com- 
pany began the manufacture of ‘Compo’ 
shoes with machinery and equipment of 
its own devising and caused to be reg- 
istered the word ‘Compo’ as a trade- 
mark for such shoes. Shortly there- 
after, 
‘Compo’ trade-mark for boots and shoes 
to appellee, which has since that time 
been engaged in supplying shoe manu- 
facturers with machinery’ and cement 
for making ‘Compo’ shoes. The Compo 
Shoe Machinery Corporation does not 
make shoes, but deals with shoe manu- 
facturers, granting licenses for the use 
of the trade-mark ‘Compo’ on the prod- 
uct manufactured with their machinery 
and cement. 

“The United Shoe Machinery Cor- 
poration, appellant, is a later arrival 
in the same field and supplies shoe 
manufacturers with machinery and ce- 
ment for making ‘Compo’ shoes. 

“The Examiner of Interferences in 
the cancellation proceeding held that 
the term ‘Compo’ in the registered 
trade-mark was descriptive; that ap- 
pellant had sufficiently alleged and 
proved injury, and recommended that 
the trade-mark be cancelled. In the 
opposition cases he held that the notices 
were insufficient, since there was no 
allegation of use of the trade-mark by 
the opposer, relying upon Andrews 
Radio Co. v. Timmons Radio Products 
Corp., 1926 C. D. 39, 345, O. G. 798. 
On account of the insufficiency of the 
notices, he dismissed the opposition and 
adjudged that the applicant was en- 
titled to registration. 

“The Commissioner of Patents af- 
firmed the action of the Examiner of 
Interferences as to the opposition pro- 
ceedings, but reversed his decision in 
the cancellation proceeding, holding 
that the petitioner had not alleged nor 
shown sufficient interest to entitle it to 
interfere, and the petition was dis- 
missed. and it was adjudged that the 
registration should not be cancelled. 


“We think, under the evidence in 
this case, that the term ‘Compo,’ when 
applied to the shoes, shoe cement, and 
cement softener upon. which the trade- 
mark was used, is descriptive of such 
merchandise. On this record the term 
never became obsolete so as to destroy 
its descriptive character. The mere 
fact that ‘Compo’ shoes were not dealt 
in nor referred to by name to any great 
extent during a period of many years 
does not justify the conclusion that the 
term had become obsolete when ap- 
pellee adopted it as a trade-mark... . 

“One of appellee’s witnesses claimed 


it assigned~its business and . 


to have ‘originated’ the term ‘Compo.’ 
Upon this record it can hardly be said 
that he ‘originated’ it; at most, he only 
brought it into more extensive use. If 
appellee’s position in this case is cor- 
rect, a manufacturer of women’s wear- 
ing apparel could ‘originate’ the term 
‘bustle’ and get a monopoly upon the 
term, since bustles, as far as we know, 
are no longer used and have not been 
in use nor have they been often referred 
to in literature or conversation during 
the greater portion of the last half 
century. If appellee’s contentions with 
respect to a trade-mark right in the 
word which it claims to be obsolete were 
approved by the courts, the problems of 
the patent office and the courts in de- 
termining what words were ‘obsolete 
and forgotten’ would increase in fre- 
quency and perplexity. A trade-mark, 
as was held by the United States Su- 
preme Court in Bourjois & Co. v. Kat- 
zel, 260 U. S. 689, 692, carries with it 
a monopoly, as far as it goes, no less 
complete than does a patent. Such 
monopolistic rights must rest on foun- 
dations more secure than those upon 
which appellee relies. 

“While no one has offered any ex- 
planation as to just why the word 
‘Compo’ was first applied to shoes, it 
is clear, upon this record, that for half 
a century when the term was applied 
to shoes, it was understood to mean 
shoes with cemented soles. We note, 
however, that the noun ‘compo’ is a 
word of the English language and is 
defined in the dictionary. 

“Appellant’s witness Brown testified 
that he had made ‘Compo’ shoes during 
a period from 1876 to 1892 and dealt in 
them by use of the term ‘Compo shoes.’ 
He recalled the names of at least eight 
other shoe manufacturers, located near 
him, who did. likewise. If appellee’s 
registered mark is a valid one, witness 
Brown could not again engage in the 
manufacture of ‘Compo’ shoes and 
safely use the term ‘compo’ in his 
dealings. 

“For the reasons hereinbefore stated, 
and without further discussing the 
many other pertinent reasons and sug- 
gestions afforded by the record, support- 
ing our conclusions herein, we must 
hold that the term ‘Compo’ is descrip- 
tive and cannot be appropriated as a 
registered trade-mark.” 

The remainder of the opinion is de- 
voted to a discussion of the question of 
the sufficiency of the petition for can- 
cellation and notices of opposition and 
the proof thereunder, all of which are 
held to be sufficient to warrant the de- 
cision of the court. 
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The SILHOUWELT will play a 
leading role in the Sandals of 
1932, for its close-fitting edges 
and shanks have made the 


open shank practical. 


@ The open shank is another 
proof of the adaptability of the 
SILHOUWELLT to style features. 
This fashionable welt possesses 
the slim grace and airy lightness 
that women of today look for 
in street and semi-dress shoes 
plus the snug-fitting and de- 
pendable qualities of the welt. 





UNITED SHOE MACHINERY CORPORATION 


ae BOSTON, mee i 
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WHERE TO BUY 


Sport Footwear 








GENUINE 5 
MOCCASIN ny Q 


BASS 





ani sone sT 
TON, MAINE 


G.H. nae & CO. 








bn li hi ie diel eile eid 


WHERE TO BUY 


Women’s Shoes 
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GENUINE 
HAND TURNED GHILLIE TIE 





THREE WEEKS DELIVERY - 


L. B. EVANS’ SON CO. 


r WAKEFIELD, MASS. Pa 





3° KUSH-IN-EZE °° & 


No. 202 
Black Kid 






Through error this shoe was 
riced in the March 12 issue at 
2.50. The correct price is 


$2.00 
VAUGHAN-TOWLE Co. 


WAKEFIELD, MASS. 
© (DIVISION OF L. B. EVANS’ SON CU.) © 














Open Paragon Department 


AKRON—M. O’Neil Co., department 
store, has opened a Paragon Shoe Shop 
for ladies in connection with its other 
women’s footwear shops on the mezza- 
nine floor. All new fixtures and ap- 
pointments have been installed. The 
new shop will specialize in Paragon 
ladies’ footwear priced at $4. 





Business Building, or Ballyhoo? 
[CONTINUED FROM PAGE 21] 


about XYZ shoes? This price cut will 
not mean anything in their lives. If 
the front of a store is plastered with 
signs, they won’t care. The volume of 
advertising may arouse their curiosity, 
but only facts about the quality, uses, 
advantages, style, will incline them to 
buy this shoe rather than the kind they 
have been accustomed to buy or would 
naturally prefer. 

Store after store, the windows and 
front of which are crowded with price 
reduction. signs, banners and price 
cards, is anything but crowded with cus- 
tomers within. There has been so much 
price appeal, so much of the cheap out- 
cry to people to buy because they can 
buy cheaply, that it has ceased to make 
any impression. 

When one walks through the retail 
shopping section of his town and finds 
one reliable store plastering its front 
with price reduction signs, he takes no- 
tice. He even asks himself, “Isn’t there 
something they have I ought to be buy- 
ing while this opportunity lasts?” 

But when one finds half the stores, 
or a large number of them, making that 
same wild appeal for aid, it is a good 
deal like walking down the midway at 
the county fair and feeling no interest 
in anybody’s ballyhoo because it’s all so 
much alike. 

This great price attack of retail trade 
upon the consumer purse cannot suc- 
ceed as long as it continues to be noth- 
ing but a price attack. The automobile 
industry started the year with a won- 
derful assault upon the public purse, 
and it was accompanied by the power- 
ful influence of price reductions, but 
let it be noted, the price reductions were 
not the sole appeal, nor were they even 
the strongest appeal. The appeal that 
actually stimulated the business and 
will create sales was the appeal of new 
attractiveness, new beauty, added qual- 
ity and convenience. The price reduc- 
tion was only to make it easier for peo- 
ple to buy. The thing that made them 
want to buy was the offering of things 
that could not fail to allure, interest, 
tempt, attract. 

It almost seems that the time has 
come for the new price levels to be ac- 
cepted as the rule, rather than touted 
as the exception. Quote the new low 
prices and quote them conspicuously, 
but quote them as information rather 
than merely as selling argument and as 
the only selling argument. Let’s once 
more set about selling through making 
people want the goods. Let’s sing some 
of the siren songs of quality and pipe 
down on the cheep-cheep-cheeping about 
cheap shoes. 





E. J. Sales Branch Moved 


PITTSBURGH — The Endicott-Johnson 
Co. has moved its Pittsburgh display 
and salesrooms from the Union Trust 
Building, Grant Street, to the Plaza 
Building on Fifth Avenue, near the in- 
tersection of Sixth Avenue. 
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A MARVELOUS 
OPPORTUNITY 


to obtain window feature 
shoes that will create 
tremendous attention. 
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300 Pairs 


of women’s boots as _illus- 
trated may be picked up for 
a small fraction of their dis- 
play worth. 


These shoes typify the fine 
workmanship and materials of 
15 years ago. They will make 
exceptional eye-catching display 
features when contrasted with 
today’s styles. 


Many excellent examples are 
included in the _ collection. 
Black, Brown, Pink and White 
kid in solid colors and in com- 
binations.... 


Patent leather . . . . Black and 
colored suedes .... Button and 
lace models... . 
A pair with your Easter Display will 
attract great attention. 
One price for any or all. 
$2.00 a pair, postage paid 


Address C-854, c/o 
Boot and Shoe Recorder 
239 West 39th St., New York Ci'y 






















































~ POSITION WANTED 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 





SHOE BUYER with a most siccessful rec- 
ord of real achievements in building up 
shoe departments wants a chance to repeat im- 
mediate past performances. Is connected at 
t. Location no object, but opportunity 

is. Knows where to buy, why to buy and how 
to make money for his house. References ex- 
changed. Address C-863, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


N. Y. 








FOR RENT 


Witt rent modern shoe store fully equipped 
except merchandise, 100% location, good 
town, central New York. Artistic 25-foot store, 
rent $100 including fixtures. Unusual proposi- 
tion. Address C-850, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 








MERCHANTS’ NEEDS 


BOOK, PREMIUMS 
*h yeacic that Sell 
(Mee Shoes... 


It has been proved! 
The shoe 





that make ideal yet inexpen- 
sive shoe store premiums. 


WHITMAN facie eons 


Extra Profits for Retailers 
Mon’s—Women’s—Children’s 

Shoes and Boots rebuilt, re- 
modeled and _  recon- 
structed. Orthopedic work. 

My Leather and fabric dyeing. 
City delivery and mail service. 
The T.S. DOYLE COMPANY, Ine. 

Factory Shoe Rebuilders 
424 138 West 34th St., New York 
Est. 1882 











Answering the de- 
mand of fashion, 
Bowcraft creations 
blend with the 
latest styles. Fifth 
Avenue Shops fea- 
ture Bowcraft 
Bows—Be in with 
the Leaders! 


$4.20 per dozen 


Special discount 
for quality users. 


FASHION PARADES THE MILITARY ORNAMENTS 


Ornaments of Distinction 


BOWCRAFT COMPANY ‘so % 


44 West 33rd Street Largest manufacturer for the retail trade New York 








Everything for Your Windows 
Futuristic Displays and 
Backgrounds 

Artificial Flowers, Vases, Windew Fi 

Paintings, Setti Seones, Velour —— 
Draping Material 
Booklet. - Priee 


DAVE’S DISPLAY DECORATIONS 








118 West Broadway, New York 








WANTED TO PURCHASE 








We will buy from manufacturers, 

bers, and retaifers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large - and 
smali quantities. 


KIRSCH-BLACHER CO., INC. 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 











HOTELS 








VANITY BOWS 


i. i 


The Trend of Easter fashions point 
to ornaments on footwear. Prepare 
for this demand with VANITY. 
BOWS. 

Our various color combinations 
blend with all street, sports and 
afternoon wear. 


Write for a dozen assorted bows NOW! 


VANITY NOVELTY 
WORKS 


1261 Atlantic Avenue 
BROOKLYN N. Y. 








HAVE YOU COPIES OF 
BOOT AND SHOE RECORDER 


PREVIOUS TO AND INCLUDING 
VOLUME 61, APRIL 3, 1912? 


Harvard University School of Business 
Administration wishes these issues for 
their files. These volumes will be of 
great value to business students for 
reference and research work. 


If, in looking through your files of old 
recorders, you find all or a few of these 
issues, and wish to contribute, will you 
kindly send them to 


Howard Corning, 
Baker Library, 
Harvard University, 
Soldiers Field, Boston, Mass. 














We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
Leases assumed. 
- Write - Call 
All matters strictly confidential. 


I, SIMON CO. 


101 Read 
Worth 290% NOW YOR, 8% 
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New Des Moines Shop 


Des Moines—The Collegiate Shoe 
Service has opened a store at Ames, 
Iowa, with George Bodaken of Fort 
Dodge as manager. Shoes are being 
carried at two prices, $3.50 and $7, to 
cater to the college trade. 





s Ken more 


STATION 
BOSTON, MASSACHUSETTS 


—in Boston 
The Kenmore 
Hotel 


for 
Real Hospitality and 
Comfort 


400 Rooms—400 Baths 
Each with Tub—Shower— 
Shampoo Spray — Circulat- 

ing Ice Water 


Ample Private Parking 
ace 


Let us send you our rate 
booklet. 


C. P. DODSON 
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Ao & McCarthy, Inc., Auburn, N. Y...52-53 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 64 
Edwards, J., & Co., Phila., Pa....... 4th Cover 
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LEATHER AND OTHER MATERIALS 
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Amer, William, Co., Philadelphia, Pa....... 51 
Barrett & Company, Newark, N. J........ 47 


Deauville Import Corp., New York City. .44-45 
Evans, John R., & Co., Camden, N. J.....26-27 


Heyman, Marcus A., New York City....... 43 
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Good Window Displays Teach Use 
[CONTINUED FROM PAGE 19] 


like a little relief in the window just 
as much as they enjoy the salesman’s 
jokes, that is, some of his jokes. The 
big alphabetical blocks bear out the 
theme of childhood school days and at 
the same time serve as-excellent sup. 
ports for the shoes. 

But the window isn’t all sign board; 
there is a careful presentation of mer. 
chandise—shoes selected from the re. 
duced group which have the beauty and 
appeal to draw the customers into the 
store. Accessories are also included. 
A bag here and there, appropri- 
ate in style and color with the shoes 
beside which it is displayed, promises 
an extra sale now and then. Hosiery 
makes the necessary accent in the right 
spots. 

The greatest problem in consumer 
education is to formulate your message 
so as to be understood easily and then 
to present it in a sufficiently attractive 
manner to insure its being read and 
perhaps studied. Every word of copy in 
a window of this type will be read. Why? 
Because there isn‘t a superfluous state- 
ment to be found; because the “selling” 
copy is full of human interest—in a 
word, because the window is a classic in 
merchandising psychology. 





Big Enough? 
[CONTINUED FROM PAGE 30] 


‘Newspaper ads can be held down to 
a few inches daily, if they are interest- 
ing and informative. Direct mail can 
be confined to a letter on a postcard, 
addressed to those who are not custom- 
ers of your store. 

Foot. Health is a matter of greater 
importance to more people today than 
in many years. To get a job or keep 
a job, good feet are almost invariably 
necessary. Cheap shoes spoiled a lot of 
feet. Many unemployed have developed 
foot troubles. Physicians are called 
upon more than customary to give re- 
lief from foot troubles. National Foot 
Health Week will receive greater at- 
tention than ever. The alert communi- 
ties and stores are going into it 
stronger than ever—in the spirit of 
SERVICE as well as SALES. 

If your community or your store has 
not done much. about Foot Health 
Week in the past, get busy now! It’s 
a wonderful opportunity that you can- 
not afford to pass up! 
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